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AIMS. SODPE AND METH3IX)L0GY 
The present study i s in tended t o b r i n g at one p l a c e 
in t h e form of annotation^ most of t h e s i g n i f i c a n t 
l i t e r a t u r e t h a t a r e a v a i l a b l e on "Advert is ing in I n d i a " . 
I am confident t h a t t h i s b ib l i og raphy wi l l be 
usefu l to a l l t h o s e who have some i n t e r e s t in t h i s 
f i e l d . The ma te r i a l was c o l l e c t e d from va r ious sou rces . 
These a r e p e r i o d i c a l l i t e r a t u r e , Indian guide t o 
p e r i o d i c a l l i t e r a t u r e and d i f f e r e n t j o u r n a l s of seminar 
l i b r a r y of t h e Department of Business Adminis t ra t ion/ 
Department of Commerce of Aligarh Muslim Unive r s i ty , 
Aligarh., And d i f f e r e n t j o u r n a l s and composite books 
was c o l l e c t e d from FMS (Faculty of Management Studies) 
and RTL (Ratan Ta ta Library) under Delhi School of 
Economics, Univers i ty of Delhi , Delh i . 
Abs t rac t s are mostly informat ive base g e n e r a l l y 
on a u t h o r ' s a b s t r a c t s as i t i s gene ra l l y assumed t h a t 
author i s t h e b e s t person t o summarises h i s a r t i c l e . 
STRUCTURE QF THE BIBLIOGRAPHY 
D e s c r i p t i v e Par t i 
Th i s p a r t dea l s with t h e i n t r o d u c t i o n of t h e t o p i c , 
i n c l u d e concej^ts for "Advet t is ing in I n d i a " . 
Classif ied Part: 
This par t too consis ts of 200 en t r i e s on the 
subject tha t are c lass i f i ed according to the colon 
c l a s s i f i ca t ion edit ion 6th. 
Standard Followed; 
The Indian standard recommended for biographi-
cal reference (IS: 2381-1963), t i t l e of the per iodical 
are writ ten as i t i s avai lable in the a r t i c l e and 
c las s i f i ed catalogue code (CCC) of Dr. S,R, Ranganathan 
has been followed. In some cases, v*iere he said s tan-
dard become unhelpful, I have preferred own judgement 
( local v a r i a t i o n ) . The en t r i e s were recorded on 5"x8" 
cards. The en t r i es in the bibliography contain 
abs t rac t s giving essent ia l information about the 
a r t i c l e s . Each entry has been given a subject heading. 
Subject Heading: 
Subject heading are derived with the help of 
t he chain procedure by following " las t link f i r s t 
method" as Dr. S .R , Ranganathan has suggested in 
CCC, 
Arrangement: 
The bibliography i s the three pa r t s . Part I deals 
with the bacKground of "Advertising in India". Part I I 
deals with the bibliography. Entr ies in bibl iographic al ly 
according to t h e i r subject headings. Almosrt l e t t e r by 
l e t t e r , method i s followed under specif ic numbered to 
f a c i l i t a t e location of an item through index given in 
Part I I I . Each bibliography entry are arranged as 
follows: 
a) Serial number 
b) Name of the author(s) 
c) A ful l stop (.) 
d) T i t l e of the a r t i c l e including s u b t i t l e and 
a l t e rna te t i t l e if any (with i t s punctuation) . 
e) A ful l stop (.) 
f) Title of the periodical being underlined 
g) A full stop (J 
h) Volume number 
i) A comma (,) 
j) Issue number 
k) A semi colon (;) 
l) Year of publication 
'i 
m) A coma (,) 
n) Month of p u b l i c a t i o n 
o) A semi colon (;) 
p) I nc lu s ive pages of t h e a r t i c l e 
q) A f u l l s top (.) 
A specimen of en t ry i s given be low: -
ADVERTISING, MARKET VALUE, SLOGAN CHANGES, EFFECT 
MATHUR (Lynette Knowles) and MATHUR (ike) . Effect of 
a d v e r t i s i n g slogan changes on t h e market v a l u e s of 
f i rm . Journa l of Adver t is ing Research. 35, 1; 199 5, 
Jan-Feb; 59-6 5. 
The purpose of t h i s a r t i c l e i s t o examine t h e 
e f f e c t of announcement of a d v e r t i s i n g slogan changes 
on t h e market va lues of the f i rm. The sample of 87 
f i r m s t h e announced a d v e r t i s i n g slogan changes was 
compiled for a n a l y s i s . The r e s u l t show t h a t t h e r e a re 
s i g n i f i c a n t l y p o s i t i v e market va lue e f f e c t s a s s o c i a t e d 
with announcement of a d v e r t i s i n g slogan changes. 
Composit Books; 
The item of b i b l i o g r a p h i c a l r e f e rence for each 
e n t r y of composit books a re arranged as fo l lows : 
i ) Name of Author (s) i f more than one au thors f, )& 
and 
i i ) Fu l l stop (.) 
i i i ) T i t l e of t h e chapter inc lude s u b t i t l e I f any. 
iv) Ful l s top (.) 
v) In 
v i ) Name(s) of e d i t o r (books* ed i t o r ) 
v i i ) CoOTna ( J Ed, 
v i i i ) T i t l e of t h e book 
ix) Fu l l stop (.) 
x) Place of p u b l i c a t i o n 
xi) Comma (,) 
x i i ) Publ isher 
x i i i ) Comma (,) 
xiv) Year of p u b l i c a t i o n 
xv) Full s top (,) 
xvi) P 
xvi i ) Ful l s top (.) 
x v i i i ) I n c l u s i v e pages of booK 
xix) Fu l l s top (.) 
A specimen of en t ry i s given below: 
ADVERTISING, RESEARCH, EFFECTIVENESS 
LOVELL (Mark) , Adver t i s ing r e sea rch . 2ll ^forcester (Robert 
M), Ed, Consumer market r esea rch h a n d b o o k . London, 
McGraw H i l l , 1972. p . 485. 
Adver t i s ing research have been known t o touch 
»J 
the extremes of confidence and despair . Assurance have 
been given from time to time that a pa r t i cu l a r techniques 
or in te rp re te r has been proved beyond reasonable doubt 
to provide u t t e r l y r e l i a b l e indicat ion of advert is ing 
effect iveness. 
Indexes: 
The t h i r d par t deals with the combined author 
and t i t l e index for the convenience of user in alpha-
b e t i c a l sequence. Each index guides to the specif ic 
en t ry / en t r i e s in the bibliography. I hope i t wil l be 
found very successful in making use of t he bibliography. 
PART-
INTRODUCTION 
INTRODUCTION 
The Evolu t ion of Adver t i s ing as a Business Tool: 
Although a d v e r t i s i n g i s cons idered by many t o be 
an a c t i v i t y of comparat ively recen t or igin^ exartples of 
b u s i n e s s a d v e r t i s i n g , a l b e i t in a p r i m i t i v e form, da t ing 
from e a r l y Roman t imes have been d iscovered . Since t h a t 
t ime, a d v e r t i s i n g has increased in both quan t i t y and 
irrportance t o the po in t a t which i t now c o n s t i t u t e s an 
i n t e g r a l p a r t of the p r a c t i c e of b u s i n e s s l i f e in Western 
s o c i e t y . Because of t h i s , the na ture and purpose of 
moder bus ines s a d v e r t i s i n g i s understood most e a s i l y by 
r e l a t i n g i t s r i s e in importance t o the development of 
mass markets and the adopt ion by businessmsn of the 
marketing concept . 
The development of mass marke t s i s r e l a t e d d i r e c t l y 
t o the d iscovery and a p p l i c a t i o n of t echn iques of mass 
p roduc t ion . Henry Ford, for exanple, in s e l l i n g t h e 
Model T r e l i e d h e a v i l y for h i s success upon the appeal 
of a low p r i c e which was made p o s s i b l e p r i n c i p a l l y 
because he s t andard i sed the product and was -tiierefore 
able to use uniform assembly t echn iques . At the same 
t ime, however, mass product ion by i t s e l f i s r a r e l y 
s u f f i c i e n t , s ince the manufacturer i s a l s o dependent 
upon the ex i s t ence of a mass market t o absorb t h e 
output. In the case of the ^bdel T, as indeed with many 
other products, the market was developed primari ly by 
means of mass communication about the product and i t s 
a t t r i b u t e s . 
The role played by advert ising in the Ford operation 
was f a i r ly typical of the role played by advert is ing in 
helping to develop innunerable other markets in theearly 
par t of the century, and in the USA i t was not unt i l the 
ear ly twenties that the task of advert ising changed to 
any appreciable extent . When the change did come about 
i t was in par t caused by the effect that mass production 
had uoon the s tructure of society. An important by-
product of mass production was that income levels rose 
and, pa r t ly as a resu l t of t h i s , pr ice and u t i l i t y 
became r e l a t i ve ly l e s s irrportant c r i t e r i a in the purchase 
decis ion. At the same time, as the productive capacity 
of firms increased, so markets became sx±)Stantiaily 
more com-^etitive. This in turn meant that i t became 
increasingly necessary for manufact\jrers to find new 
methods of dist inguishing the i r products from those 
of the i r corrpetitors. In the case of Ford, t h i s need 
for change was_ i l l u s t r a t e d by the sudden inadequacy 
of Henry Ford's dictum tha t 'you can have any colour 
you want, so long as i t ' s black' when Chevrolet, bfgan 
se l l ing cars in a range of colours. Ford 's intransigence 
resu l ted in a sx±)Stantial loss of market shere for the 
Ford comf)any and indicated the ever increasing necessi ty 
for looking to the market for guidance on what the consumer 
wanted. The implication of these changes was that i t was 
no longer* suff ic ient for manufacturers to concern them-
selves solely with problems of production and l o g i s t i c s , 
but instead they were obliged to adopt a wider view and 
include marketing. The differences between a marketing 
or ien ta t ion and the ea r l i e r or ien ta t ion in which there 
was an emphasis upon production and sales was submitted 
by Iheodore Levi t t . 
Selling focusses on the needs of the s e l l e r ; 
marketing on the needs of the buyer. 
and by Aubrey Vlilson: 
Marketing does not consist merely of se l l ing the 
product but in addition incorporates the develop-
ment of customer-creating value sa t i s fac t ion . 
The dif ferent approach tha t is i n p l i c i t in marketing 
o r ien ta t ion necess i ta tes research to determine market 
requirements, an effect of which is tha t , in theory 
at l eas t , the consumer receives a product more closely 
t a i lo red to his requireme^nts and therefore derives a 
greater degree of sa t i s fac t ion , whilst the conpany. 
JL IJ 
because i t i s more l i ke ly to sat isfy market wants and to 
perceive changes in the market to , is in a be t te r pos i t ion 
to make a fu l le r use of resources and to generate greater 
long-term p r o f i t s . Thus, whereas in a sa les o r i en ta t ion 
the organisational effor t i s concentrated upon determin-
ing the most effect ive ways of se l l ing the corrpany's 
product, in a marketing or ienta t ion the emphasis i s upon 
determining market wants and then creat ing the product, 
or products, which will best sa t isfy them. 
This approach to business i s summed up in what i s 
known as the marketing concept (Kotler) : 
Ihe marketing concept is a customer o r ien ta t ion 
backed by integrated marketing aimed at genera-
t ing customer sa t i s fac t ion as the key to sat isfying 
organisational goals. 
The Marketing Mix; 
Although the demand-for a corrpany's product i s 
influenced by a wide var ie ty of factors , i t i s possible 
to categorise these demand influencing var iables on the 
bas i s of whether or not they are within the control of 
marketing management. 
Uncontrollable var iables ; This f i r s t category of demand 
influencing var iables consis ts of a n those factors which 
affect the demand for a product but which, in the short 
l l 
term at l eas t , cannot be al tered by company management. 
Included within t h i s are: 
1. Corrpetitive var iab les : 
the number of competitors 
the r e l a t i ve s ize and strength of conpet i tors 
the marketing po l ic ies pursued by conpet i tors 
2. Custon^r var iab les : 
the size of the market 
the usage r a t e 
the i r level of disposable income 
3. The social , economic/ legal , cu l tu ra l and 
technological environments. 
In the long term i t i s sometimes possible to a l ter or 
affect a l imited nuntoer of these var iables (e .g. the 
competitive environment may be influenced by takeovers 
and mergers), but in the short term the degree of influence 
which management i s able to exert upon them i s , a t the 
most, l imited and hence they tend to act as cons t r a in t s 
within which management i s obliged to ac t . 
Controllable var iables : Variables within the control of 
marketing management, and which consequently may be a l te red 
by thenv are known as marketing decision var iab les , and 
include: 
1 c 
1. the type and quali ty of product offered, 
2. the pr ice of the produce, 
3. the type and in tens i ty of the d i s t r ibu t ion network, 
4. the promotional sipport for the product. 
By a l t e r ing any of these factors the demand for the product 
i s l i ke ly to be affected; the degree of effect generally 
being re la ted to the extent of the change made. Thus, if 
the pr ice of the product i s increased i t i s probable demand 
will decrease. Alternatively, if the promotional backing 
for the product is increased, then assuming a pos i t ive 
re la t ionship ex i s t s between adver t is ing and sales , demand 
will increase. The levels at which these control lable 
var iab les are set at any given time i s known as the 
marketing mix, which i s defined as follows (Kotler) . 
The marketing mix i s the sel l ing of the f i rm's 
marketing decision variable at a pa r t i cu la r 
point in tirre. 
From t h i s i t can be seen that promotion i s j u s t one 
element of the marketing mix and, therefore, that although 
within t h i s book we are concerned primari ly with adver t i -
sing, there is l i t t l e value to be derived from viewing 
advert is ing as anything as anything other than j u s t one 
of the demand influencing tools avai lable to the market-
ing planner. The purpose of advertising, in common with 
other marketing a c t i v i t i e s , i s bas ica l ly to influence 
i.i 
consumers in their purchasing decision and, therefore, 
unless the promotional campaign i s properly integrated 
in to the overall marketing programme, i t i s unlikely 
th*t the fu l l potent ia l of the corrpany's marketing e f fo r t 
will be rea l i sed , 
COMMUNICATION: 
Communication i s defined by Hoviand e t al as ' t h e 
shar ing of meaning; i t i s t he p rocess by which an i n d i v i d u a l 
transmits s t imul i to rtxjdify the behaviour or predispos i t ions 
of other ind iv idua l s ' . I t i s , therefore, an influence 
process. Using t h i s as our s t a r t i ng point we can identify 
marketing communication as being concerned with the-^sharing 
of meanings about a company, i t s products and services with 
the purpose of creat ing (favourable) a t t i t u d e s towards them 
in the market place. Previously, these a c t i v i t i e s were 
referred to by the generic label of promotion. However, 
promotion i s a concept which embraces a var ie ty of marketing 
a c t i v i t i e s and may be seen to encompass a l l of those 
elements of the nerketing mix whose primary role i s tha t 
of persuasive communication. 
The Promotional Mix; 
Ihe marketing a c t i v i t i e s which are spec i f ica l ly 
concerned with t h i s task of persuasive communication 
together form the proirotionai mix, Ihe four major components 
of the promDtional mix a r e : 
i't 
Advertising - any paid form of non-personal presentat ion 
and promotion of ideas^ goods^ or services by an ident i f ied 
sponsor; 
Personal se l l ing : - oral presentat ion in conversation with 
one or more prospective purchasers for the purpose of 
maKing sa les ; 
Publ ic i ty - non-personal stimulation of demand for a 
product, service or business unit by planning commercially 
s igni f icant news about i t in a published medium or obtain-
ing favourable presentat ion of i t upon radio, t e lev is ion 
or stage that i s not paid for by the sponsor; 
Sales promtoion - those marketing a c t i v i t i e s , other than 
personal se l l ing, advert is ing and publ ic i ty , tha t stimulate 
consumer purchases, such as displays, shows and exhibi t ions , 
demonstrations, and various non-recurrent se l l ing e f fo r t s 
not in the ordinary rout ine . 
Using these four promotional elements the planner 
has to decide upon the nature of the promotional mix he 
intends to user, the s u i t a b i l i t y of any par t i cu la r mix 
being a function of such factors as the type of product 
( indust r ia l or consumersb, the 'age ' of the product ( i . e . 
the time for which the product has been on the market and 
i t s sophis t icat ion as conpared with conpeting prodix:ts). 
I.J 
and the contr ibut ion which i t i s f e l t that the other market-
ing var iables can make to the detnand-influencing process . 
Of these and the other marketing fac tors which 
influence the planner ' s choice, the feature which i s 
perhaps of g rea tes t inportance in determining the general 
nature of the mix i s that of the type of product being 
marketed. The typical consumer goods cortpany with a large 
and geographically dispersed market channels the majority 
of i t s promotional funds to communicating with consumers 
via advert is ing, with the r e su l t that the sales force i s 
generally r e s t r i c t ed to working with r e t a i l e r s and whole-
s a l e r s . In such circumstances the task of the salesforce 
is e s sen t i a l ly that of merchandising - that i s , ensuring 
an integrat ion between display or in-stone advert is ing 
and the overall advert ising campaign. 
For the majority of indus t r ia l goods the promotional 
mix r e f l e c t s a d i f fe ren t emphasis. This i s pa r t l y a t t r i b u -
table to the technical nature of many indus t r ia l goods 
and the general need for the product to be adapted to the 
requirements of a par t icu la r customer, and pa r t ly to the 
fact that the number of customers within an indus t r i a l 
market is generally limited and hence more access ib le . 
As a r e s u l t , personal se l l ing tends t o be a more inrportant 
l o 
part of an indust r ia l promotion mix than does adver t i s ing. 
However, t h i s is not to say that advert is ing does not, or 
should not, play an important role in the persaatioti • 
process for indus t r ia l goods. Because of the high costs 
associated with personal se l l ing, advert is ing can play a 
po ten t i a l ly useful introductory role in acquainting the 
prospective industr ia l : buyer with the product ' s a t t r i b u t e s . 
This then has the effect of enabling the salesman to 
concentrate upon h i s primary task of s e l l i ng . In such 
circumstances, therefore, the task of advertising i s to 
create an awareness of the product and to generate the 
i n i t i a l cortprehension of the product ' s po ten t ia l value 
for a manufacturer. For both indus t r ia l and consuner goods, 
sales promotion usually plays an equal ro le although 
in an absolhte sense, i t is generally l e s s inportant than 
e i the r advertising or personal s e l l i ng . 
The second factor of importance in determining the 
s u i t a b i l i t y of any par t i cu la r mix i s associated with the 
' age ' of the product. This can be explained by reference 
to the concept of the product l i f e cycle. The product 
l i f e cycle represents an a t tenpt to identify ce r t a in 
d i s t i n c t stages in the sales h is tory of the ' typical* 
product, ^bst analysts adhere to the view that a success-
ful product passes throxjgh four stages: introduction, 
growth, maturity and decline. During the introd\x:tory 
stage sa l e s r i s e slowly and then, if the laun€h has been 
successful^ „risQ rapidly. This i s followed by a period 
during which the sales are at a plateau (maturity), 
followed f inal ly by a decline as conpeting products 
becone technical ly stoperior, or as t a s t e s change. During 
each stage the importance of the various marketing tools 
changes. With regard to fEomotion, i t i s poss ib le to 
general ise by saying tha t in the introductory stage aware-
ness of the product i s at a low level and that the most 
economical way in vhich t o create a high degree of 
awareness both for indus t r ia l and consumer goods is 
through mass communication techniqi:es such as adver t i -
sing and sa les promotion. The former has the advantage 
of reaching a large number of people at a r e l a t i v e l y 
low cost per person whilst the l a t t e r , by i t s i n s i s t e n t 
presence, i s l ike ly to increase the probabi l i ty of people 
t rying the prodxxrt. Because of the market 's lack of 
awareness of the product, personal s e l l i ng during t h i s 
stage tends to be an expensive msans of communication 
and i s , therefore, unlikely to be used t o any great 
extent. 
Ihe growth stage, because of the advert is ing 
conducted ea r l i e r , market awareness i s at a r e l a t i v e l y 
high level and, as a consequence, personal se l l ing 
becomes a r e a l i s t i c additional element of the promotional 
i^ ^ 
mix and i s used to help r e a l i s e the po ten t ia l created. 
During maturity, market awareness of the product i s 
l i ke ly to reach a peak, and th i s frequently coincides with 
an increase in the coirpetition. Personal s e l l i ng maintains 
i t s e a r l i e r ro le but sales promotion, both as a means of 
ensuring brand loyalty and of a t t r ac t ing those with l i t t l e 
or no apparent brand loyal ty, ' increases effect of cortpeti-
tion, the amount of advert ising i s usually increased and 
the errphasis vdthin the advettisements i s moved from tha t 
of a t tenpt ing to create ^wtreness to t h a t of providing 
more detai led information and reminding the market of the 
product ' s a t t r i b u t e s . 
Dtiring the final stage in the l i f e of the product 
i s l ike ly to be declining and, unless the Company intends 
to r e v i t a l i s e the product by making a change which will 
make i t more a t t r ac t i ve to the market, promotional 
expenditure i s l ike ly to be cut so that the maximum 
prof i t potent ia l remaining can be r ea l i s ed . 
The final factor of importance regarding the general 
character of the mix, that of the potent ia l value of the 
other marketing tools in influencing market demand, was 
referred to at the end of t h i s chapter. 
However, before select ing the promotional mix the 
planner i s faced with the more fundamental task of deciding 
Upon the amount of money to be al located to promotional 
a c t i v i t i e s during a given time period. In theory, assuming 
that p ro f i t is a primary goal, t h i s should be determined 
by reference to marginal analys is : the promotional budget 
should be s e t at the point a t which the marginal p r o f i t 
from the marginal £ spent on promotional a c t i v i t i e s ^ust 
equals the marginal p r o f i t which r e s u l t s from using that 
money in the most p rof i t ab le non-promotional way. The 
irrplementation of t h i s theory is made d i f f i c u l t however, 
by the p lanner ' s lac'k of information concerning, f i r s t l y , 
the re turn to the conpany from any given level of 
promotional expenditure and, secondly, the re la t ionsh ip 
exis t ing between promotional and non-promotional 
a c t i v i t i e s . 
With regard to the f i r s t of these two hurdles, 
the d i f f i cu l ty stems from the qual i ta t ive nature of many 
of the facets of promotion, ihus, whereas with a market-
ing variable such as pr ice i t is a r e l a t i v e l y easy matter 
to determine the effect upon demand of an increase or 
decrease in promotional expenditi^re can be heightened 
or counteracted to a large extent by a change in the 
creat ive appeal made. 
Regarding the second d i f f icu l ty , i t should be 
appreciated that to a large extent Expenditure on promo-
t ion represents an a l t e rna t ive to greater expenditxire 
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on promotion represents an a l t e rna t ive to greater 
expenditijre on other marketing a c t i v i t i e s / such as an 
increase in the d i s t r ibu t ion network or investment in 
new product development. Consequently/ there i s a 
potent ia l conf l ic t between pnrsuing a policy involving 
heavy promotional expenditure/ which i s l i ke ly to have 
the majority of i t s re turns apparent in the short iarnv 
and the perhaps greater long-term expediency inherent 
in increasing the range and ava i l ab i l i t y of the prdduct 
offered/ the effect of which may be to strengthen the 
conpany's market pos i t ion and to decrease the influence 
of competition. However/ pursui t of the second strategy 
effec t ively means that the company has to forsake 
cer ta in immediate ret t irns and make i t s e l f more vulner-
able In the short terra. Thus, when deciding \;pon ^he 
amount of money to be al located to promotional activ i t i e s 
management i s faced with a need to balance short-term 
re turns against possibly greater long-term secur i ty . 
The Process of Communication; 
The e s sen t i a l ptjrpose of communication/ tha t of a t t enp t -
ing to influence the a t t i t udes of individuals/ i s achieved 
by changing the mental s t a t e or predisposi t ion of the 
person at whom the communication i s aimed. Tlie terra 
communication i s derived from the Latin communis . 
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meaning common, and thus when we communicate v« a r e t r y -
ing t o e s t a b l i s h a 'commDnness' of ic3eas or a t t r i b u t e s 
with someone. As such the communication p r o c e s s g e n e r a l l y 
involves four e lements : 
1. the source or communicator of the message, 
2. the message, 
3 . the Communication channel used to convey the 
message to the r e c e i p i e n t ( s ) , 
4^ the r e c e i p i e n t or audience a t whomi the message 
i s d i r e c t e d . 
Communication i s achieved by the source or communicator 
encoding the message by p u t t i n g i t i n t o a s u i t a b l e symb-
o l i c form such as p i c t u r e s , or wr i t t en or spoken words, 
and then t r a n s m i t t i n g these syntools to the r e c e i p i e n t 
v ia commxinication channels such as r a d i o , t e l e v i s i o n , 
p o s t e r s , magazines, or in a f ace - to - f ace s i t u a t i o n . On 
r e c e i | ) t of the message the r e c e i p i e n t decodes i t . Ihe 
success of the communication i s measxired in terms of 
the feedback to the source and the e x t e n t to which 
the r e c e i p i e n t decodes or i n t e r p r e t s the message in 
the manner t h a t the communication ar^i may be r e p r e s e n -
ted d i a g r a m a t i c a i l y as in f igu re 1. This model i s , 
however, a s i m p l i f i c a t i o n of what, i n r e a l i t y , i s 
a conplex p rocess , as the e f f e c t i v e n e s s of a flow 
of communication i s dependent upon a wide v a r i e t y 
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of factors and any par t i cu la r message can be d i s to r ted by 
' no i se ' ( i . e . in terference) , and hence may be interpreted 
by the receipient in a manner not intended by -ttie source. 
Ihe potent ia l causes of d i s to r t ion can be understood more 
eas i ly by examining each l ink in the chain of communicat-
ion. However, in examining the communication process the 
most logical course is not/ as might be expected, to 
SOURCE MESSAGE 
COMMUNICATION CHANNEL 
RECEIPIENT 
FEEDBACK 
(Fig. 1) 
follow the-flow of communication from source through to 
the rece ip ien t but, instead, to s t a r t with the r ece ip i en t 
and to work backwards through the system, ending with 
an examination of the influence of the message source. 
The reason for t h i s i s t h a t in the communication process 
the most iirportant single eleirent i s the rece ip ien t as 
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i t i s uponthe cha rac t e r i s t i c s of the rece ip ien t t h a t 
the choice and form of message and communication channels 
most depends. 
The Receipient(s) : Although the cha rac t e r i s t i c s of the 
rece ip ien t which influence the communicator's choice of 
message and communication channels are r e l a t i v e l y 
numerous^ the three factors of g rea tes t importance are: 
1. the number, locat ion and type of r ece ip i en t ( s ) , 
2. tiie levels of awareness possessed by receipient (s) , 
3. the influences upon the rece ip ient which affect 
the acceptance of the message. 
The inportance of the f i r s t of these three factors can 
be seen in a number of ways. An audience can vary in 
size from a single person to several thousands or 
millions of people, a l l of whom in the l a t t e r case 
may be geographically dispersed. The nature of the 
audience, therefore, determines which communication 
process is most sui table - in the former case the 
personal se l l ing technique i s more appropriate, while 
in the l a t t e r , a mass communication tool such BLS 
advert ising is more su i t ab le . The type of rece ip ien t 
(e .g . indus t r ia l or consumer buyer) has a bearing 
upon the s u i t a b i l i t y of comm\inication channels since 
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the requirement for individual or standardised informa-
t ion is^ in part , dependent on the nature of the product. 
Ear l ie r , we discussed th i s in terras of a dichofcomy 
between indus t r ia l and consumer goods although, within 
each category, depending upon the person 's previous 
experience with that type of product, and the import-
ance of the purchase and hence the opportimity cos t 
inherent in making a wrong choice, the needs for 
information may vary considerably. When buying a 
r e l a t i v e l y expensive product such as a consumer 
durable (washing machine, re f r igera tor e t c . ) there 
i s often a need for a siobstantial amount of informa-
t ion and, consequently, personal se l l ing i s l i ke ly to 
become a necessary par t of the persuasion process. 
Conversely, an indus t r ia l buyer with previous experience 
of a par t i cu la r c lass or ty^e of product i s xmlikely to 
require a great deal of information and hence the role 
of the salesman i s reduced to that of an order- taker . 
The inportance of the second factor - the leve ls 
of awareness possessed by the rece ip ients - r e s u l t s 
from the fact that witiiin a market of any si2e i t i s 
generally possible to dis t inguish groups of people 
having different degrees of awareness and acceptance 
of an idea or product. The acceptance of an idea tends 
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to be a gradual rather than an immediate process and, 
consequently/ if gradual rather than an immediate 
process and, consequently, if undue waste i s to be 
avoided in a marketing communications programme, 
groups of people a t different leve ls of awareness 
require different approaches to be made to them, Ihese 
differences can be appreciated by reference to three 
models which i l l u s t r a t e the progression from an 
ind iv idua l ' s lack of awareness of a product ' s ex i s -
tence, to a firmly held view of tha t product ' s 
a t t r i b u t e s . 
The f i r s t / devised by Strong, i s known as the 
AiDA model, the term being derived from the f i r s t l e t t e r 
of the four words in the process represented. Strong 
postulated that before becoming a user of a product the 
rece ip ien t of a message moves from an Awareness of the 
product to an In teres t in i t . From th i s he develops a 
Desire for the product and th i s then r e s u l t s in Action 
in which he goes and purchases the good in f ig , 2. 
ATTENTION INTEREST 
DESIRE 
ACTION 
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The second model, conceived by Lavidge and 
Steiner, may be seen as a der ivat ion of the AIDA model 
and i s s l i gh t ly more sophist icated in tha t two addi-
t ional steps are recognised before the rece ip ient 
becomes a purchaser. This model i s known as the 
hierarchy of e f fec ts model. The individual i s seen 
to move from an awareness of the product ' s existence 
to a knowledge of the product ' s a t t r i b u t e s . From, there, 
he progresses to a l iking for the product, a preference 
for t h a t product above the others avai lable , a convic-
t ion as to the value of tha t product for him, to the 
eventual stage of piirchasing the product (f ig , 3 ) . 
AWARENESS 
KNOVC.EDGE 
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(Fig, 3) 
The third model i s the innovation adoption 
model devised by Rogers, again, t h i s i s similar to i t s 
^, 
predecessors; the rece ip ien t being seen to ttove from 
an awareness of the product to an i n t e r e s t in i t . Ih i s 
r e s u l t s in an evaluation of the product, a t r i a l of 
the product and f ina l ly to the adoption or frequent 
use of the product (Fig. 4 ) . 
AWARENESS 
INTEREST 
EVALUATION TRIAL 
ADOPTION 
Fig, 4 Innovation adoption model 
I t may be seen that , in essence, the three 
models are very similar in that iA a l l three i t i s 
postulated tha t after having been made aware of the 
product ' s existence, the rece ip ient moves through a 
number of interrrediate stages before becoming a 
(regular) user. There are, however, exceptions to 
t h i s apparently smooth progression from unawareness 
t o adoption; researchers having determined that i t 
i s poss ible for cer ta in stages to come before the i r 
logical predecessor. When purchasing low-price items, 
for instance, i t i s quite common for preference and/or 
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conviction to come after a purchase has been made. Despite 
such exceptions to the logical progression, market analysts 
to ascer ta in the d i f fe ren t l eve ls of awareness in e x i s t -
ence i s desirable in as much as there are irrplications 
for the s u i t a b i l i t y of the type, form and frequency 
of the promotional e f fo r t . This can be appreciated by 
considering the case of a product newly launched on 
t o the market. 
In the i n i t i a l stages of the l i f e cycle of the 
product the vas t majority of the target i s e i the r unaware 
of the existence of the product or i s in the i n i t i a l 
s tages of awareness. As a consequence, the nuntoer of 
purchases i s small, Ihe purpose of promotion, in 
associat ion with the other marketing tools , i s to move 
these prospective pittchasers throxjgh the spectrum from 
awareness to product acceptance to achieve the ultimate 
objective of sa l e s . The f i r s t s tep, therefore, i s to 
achieve a reasonable level of brand awareness. For the 
majority of consuifier products t h i s is achieved most 
ef fec t ively by the use of mass communication, mass 
persuasion tools such as sa les promotion, publ ic i ty 
and r e l a t i v e l y unconplicated, frequent and, perhaps, 
r e p e t i t i v e advertisements. At a l a t e r stage, when 
awareness of the brand i s at a higher l eve l , the purpose 
^J 
of promotion, i n the terminology of the ' h i e r a r c h y of 
e f f e c t s ' model, i s to encourage a l i k i n g and siibdequ-
e n t l y a preference for the p roduc t . This i s u s u a l l y 
S teps towards purchase Relevant mass pe r suas ion 
t o o l s 
AWARENESS 
KNOWLEDGE 
Pxfclici ty; simple d e s c r i p t i v e 
a d v e r t i s i n g copy; s a l e s 
promotion campaign 
LIKING 
PREFERENCE 
Informative adve r t i s emen t s 
encourage p roduc t con^ar i sons ; 
the development of a p o s i t i v e 
brand image 
CONVICTION 
PURCHASE 
P o i n t - o f - s a l e d i s p l a y s ; money-
o f f - o f f e r s ; an i nc r ea sed use 
of opinion l e ade r endorsements 
in adve r t i s emen t s . 
(Fig. 5) 
achieved by the c r e a t i o n of a p o s i t i v e brand image ( i . e . 
the s e t of a s s o c i a t i o n which a brand has for an i nd iv idua l ) 
and the p rov i s ion of more information so t h a t the r e c e i -
p i e n t i s in a p o s i t i v e to make product conpa r i sons . 
As Sliming t h a t t h i s t ask i s conducted p rope r ly , c o n v i c -
ton as to the value of the product should fol low. The 
ij\ 
f inal step, which en t a i l s the pijr chase of the product 
i s then achieved by offering high-inpact stimuli such 
as point-of-sale displays, 'money-off' offers and 
v isua l ly appealing packaging. This process i s represen-
ted in figure 5. 
Factors affecting the progression from awareness to 
purchase: 
The ease with which promotion and the other 
tools are able to move a prospective purchaser to a 
pos i t ion of becoming an actual purchaser i s affected 
great ly by other, opposing pressures also in operat ion. 
Known as countervail ing forces these pressures ac t as 
a form of res is tance and may have the effect of slow-
ing, hal t ing or even reversing the progression through 
the intermediate s tages . The success of the promotional 
e f for t s , therefore, i s a function of the r e l a t i v e 
strengths of the two categories of forces (f ig. 6) . 
Marketing decision var iables Countervailing forces 
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Ihe iiTportance of conpeti t ive f ac to r s as a 
countervailing force is dependent upon f i r s t l y , the 
type and strength of the marketing effor t ir^de by 
competitors and, secondly, the prospective purchaser ' s 
previous experience with products made by conpet i t ive 
manufacturers - the greater the marketing e f for t of a 
conpetitor and the more favourable the prospective 
buyer ' s previous experiences with his products, tiie 
more d i f f icu l t i t i s to wean him away from them. The 
problem of memory lapse although seemingly dependent 
upon the individual, i s influenced by the message or 
appeal made and can be counteracted, to an extent , by 
providing frequent and uncomplicated, eas i ly remembered 
messages, such as 'Beanz ^feanz Heinz*, 'Qririka Pinta 
l^lka Dau' and 'Double Diamond Works Venders'. By 
using these and similar sinple but catchy and hence 
eas i ly remembered slogans, the message i s more eas i ly 
accepted by the rece ip ien t and thus i s l e s s to be 
forgotten. 
The third countervail ing force, the reference 
group, may be seen as a set of people to whom an 
individual r e l a t e s and r e f e r s for opinions, values and 
ideas . As a resu l t , the communication process i s 
influenced by groups in two ways: they provide a 
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framework of standards against which the individual 
evaluates himself and they provide information which 
influences the ind iv idua l ' s a t t i t udes and choice o£ 
product. Thus, i f the reference group as a whole has 
an unfavourable opinion of a product/ i t i s l i ke ly 
that t h i s will d i r ec t ly influence the prospective 
purchaser in his will ingness to buy the product. 
The Advertising Threshold; Ihe speed with which di f ferent 
people move from one stage to another in the process 
leading to the purchase of a product tends to vary 
g rea t ly . Some of the causes of th is , such as the ind iv i -
d u a l ' s exis t ing level of sa t i s fac t ion with competing 
products, have been alluded to already. However, the 
Speed of progression i s also affected by a more funda-
mental factor - namely, the ease with which a person 
i s affected by persuasion. Although the findings tend 
to be inconclusive, researchers have discovered tha t 
individuals with ce r ta in personali ty t r a i t s tend to 
be more eas i ly persuaded than individuals not exhib i -
ting thes^ t r a i t s . I t has been found by Janis and 
Field, for example, tha t people with feel ings of 
social inadequacy tend to be eas i ly persuaded; and 
by Linton and Graham that, on the whole, women are 
o o 
more eas i ly persuaded than men. Although such broad 
general isa t ions are of limited value, acceptance of 
the underlying idea that ease of persuasion var ies 
from person to person leads to the idea of an adver-
t i s ing threshold; different people require a di f ferent 
nuiTber of exposxjres to a promotional campaign t o bring 
them to the same desired posi t ion; t h a t of biiying a 
product. As the nuntoer of advertisements shoWn 
increases , the threshold of an increasing nuntoer of 
people is reached and, consequently, sa les r i s e . Even-
tua l ly , a pla teau or saturat ion point i s reached beyond 
which, despi te the number of advertisements shown, sales 
increase only very marginally. Broadly, t h i s i s a t t r i -
butable to one of two fac tors : e i ther a consis tent 
d isbe l ie f in the a t t r i b u t e s claimed for the product 
or, a l t e rna t ive ly , a lacl? of willingness to put the 
be l ie f in the value of the product in to p rac t i ce . 
Although i t i s claimed that the ease with which 
a person can be persuaded, and hence the adver t is ing 
threshold of a person, i s affected primarily by person-
a l i t y , i t i s possible to a l te r the threshold to a 
limited extent by the adoption of ce r t a in appeals in 
the advertisement. An appeal to sentiment or fear 
for exarrple is quite l ike ly to r e s u l t in a lower 
threshold and hence more immediate success than would 
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be experienced by the use of a seemingly more objective 
appeal. In the ease of advertisements for toothpaste, 
i t is possible to play on the ind iv idua l ' s suppressed 
fears by suggesting tha t bad breath leads to social 
ostracism and fa i lure in one 's love l i f e . The adver-
tisements for toothpaste would emphasise then not the 
product ' s a b i l i t y to stop tooth decay or to clean tee th 
but the power of the toothpaste to stop bad brea th . 
Probably the most obvious example of t h i s i s tha t of 
the advertisements for Colgate in which the primary 
claim i s that Colgate, by giving the r ing of confidence, 
' s tops bad b r e a t h ' . The second claim i s tha t i t a lso 
'prevents tooth decay' . Thus although mention i s made 
of the p a s t e ' s a b i l i t y to achieve the essen t ia l purpose 
of a toothpaste, i e . to prevent tooth decay, i t i s the 
secondary and not the primary claim. The purpose of 
r i s ing the fear of bad breath i s to create a s t a te 
of dissonance, or a feeling of psychological discomfort. 
In order to reduce t h i s dissonance and re turn to .the 
s t a te of mental equilibrium, the r ece ip ien t can r eac t 
in one of two ways: e i ther he can ignore the message 
i s j u s t so much non-sense or, a l t e rna t ive ly , he can 
reduce the dissonance by buying and then using the 
product. 
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Message channels: For the message to reach tiie market 
intended i t i s necessary to se lec t channels throi:gh 
which contact and communication can be made in the 
most affective manner. These channels f a i l into one 
of two categories: personal influence channels; non-
personal influence channels. In addition, personal 
influence channels can be sub-divided into (a) advocate 
channels, (b) expert channels, and (c) social channels. 
Advocate channels are made bf salesmen and 
the other paid representat ives of the conpany who have 
the task of exert ing influence over the market to 
achieve sa le s . Expert channels are people whose views 
Sre l ike ly to be respected by a potent ia l purchaser, 
and include independent au thor i t i es and advisors such 
as consumer groups, research i n s t i t u t e s , ^'/hich? 
magazines and other bodies are not employed by the 
conpany but who comment on the value of a product. 
Social channels consis ts of neighbours, f r iends and 
business assoc ia tes . Also i n c l u * d within t h i s category 
are reference groi:ps of which br ief mention has already 
been made. 
Non-personai influence channels include the mass 
media such as newspapers, te levis ion, magazines, the 
cinema and pos te rs . These have the advantage, not generally 
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enjoyed by personal influence channels, of reaching 
large nur±>ers of people but, in t h i s , suffer from the 
lack of personal element. As a r e s u l t of t h i s l a t t e r 
factor the message i s more eas i ly ignored and 
misinterpreted. 
The r e l a t ive value to the purchaser of e i ther 
of these two categories of incluence channels i s dependent 
upon a var ie ty of factors but, especia l ly , the irrportance 
of the purchase to be made and the opportunity cost 
inherent in buying the 'wrong' product. With many low-
pr ice , frequently boi>ght consumer non-durables, the 
opportunity-cost which r e su l t s from buying the wrong 
product i s small and hence non-personal influence 
channels are l ike ly to be a-^equate to sa t is fy the 
ind iv idua l ' s requirements for information. However, 
i f the intended purchase i s expensive, boiJ^ht 
infrequently and i s l ike ly to be owned for a consi-
derable time, e .g . nrost consumer durables, then the 
opportunity Cost of buying the wrong product i s hig|i. 
As a r e su l t , the prospective purchaser i s l ike ly to 
seek as much information as possible . The amount whic|i 
can be provided by non-personal channels i s l i ke ly to 
be e i ther insuff ic ient or inadequate to cortplete the 
purchase decision process and, consequently, personal 
influence channels, and especial ly expert and social 
channels are l ikely to be sought out. 
The Message; The message passed from the communicator 
through the message channels to the rece ip ien t i s , for 
obvious reasons, an inportant determinant of the effec-
tiveness of any a t tenp t a t communication and, idea l ly , 
any message should be t a i lo red to the imnediate requi re -
ments of any par t icu lar r ece ip ien t . The danger inherent 
in passing a nessage from a source to a rece ip ien t i s 
tha t the message may be in terpre ted in a d i f ferent way 
from tha t intended by the communicator. Schramm, in 
'How commionication works', has suggested that in order 
for communication to be successful, messages familiar 
to the feceipient should be selected . Therefore, because 
as Schramm phrases i t , ' the source can encode, and the 
des t ina t ion can decode, only in terms of the experience 
each has had' , the careful choice of type and form of 
message i s fundamental to the success of communication. 
Although th i s may appear to be largely self-evident/ 
the r e a l i t y of l i f e can cause a number of d i f f i c u l t i e s 
as frequently advertising messages designed and wri t ten 
by one sector of society will be decoded by another, 
perhaps great ly di f ferent sector of society'. In such 
circumstances i t i s l ike ly that the common f i e ld of 
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experience to which Schramm refe rs will be small. The 
sentiment underlying t h i s was echoed by Pierre Martineau: 
Human, beirg§ have the habit of talking and 
writ ing too much without conveying any meaning. 
Nowhere i s t h i s irore true than in adver t is ing, 
which too often ends up as communication from 
one set of professionals to another se t of 
professionals, not to -ttie mass audience they 
are supposed to be reaching. 
Vie have noted that a communicator can encode 
and a receipient can decode only in terms of the experie-
nce each has had, ihe two c i r c l e s in the diagram represent 
the accumulated experience of the communicator and the 
rece ip ien t , Ihe overlap of the two c i r c l e s i s the common 
§xperience each has had and communication can only be 
completely effect ive i f encoding and decoding takes place 
within th i s common area. If the encoding or decoding 
takes place outside the area of overlap then communica-
t ion will be d i s to r t ed . 
Although most professional coiranunicators are 
aware of the potent ia l p i t f a l l s i t i s d i f f i c u l t to make 
more than a few broad general isa t ion about the c r i t e r i a 
for successful message design. The major conclvisions 
reached by communication researchers can be summarized 
as follows: 
o-i 
1. Selective exposure - most people find i t discomfiting 
to be exposed to messages that are not reasonably conpa-
t i b l e with their ex is t ing a t t i tudes and, t?ierefore, as 
far as possible they avoid messages which they find 
incompatible. This occurs also with messages which they 
find boring or i r r i t a t i n g , 
2. Selective Fferception - if the intended meaning of a 
message d i f fers from the a t t i t udes held by a receip ient 
i t i s l ike ly that , to ensure congruity, the perception 
of the message will be d i s to r ted . 
3. Selective Retention - if the meaning of a message i s 
subs tan t ia l ly d i f ferent from the a t t i t udes held by a 
person i t i s more l ike ly to be forgotten tl:ian one which 
reinforces or confirms an exis t ing a t t i t u d e . 
I t appears, therefore, tha t messages are most l i ke ly to 
be successful vftien they confirm an ex i s t ing a t t i t u d e . 
Conversely, they are l e a s t l ike ly to be successful when 
they are at variance with exis t ing a t t i t u d e s . 
Hovland and Mandell have demonstrated that the 
l ikel ihood of success i s increased if messages are 
arranged so as to arouse the r ece ip i en t ' s need and the 
product i s then presented as an answer to tha t need. 
I t is argued that t h i s approach i s more l ike ly to be 
i - l j 
effect ive than if the solution ( i . e . product) is presented 
i n i t i a l l y and the need to which the product i s a solut ion 
appears af-terwards. 
The question of whether two-sided or one-sided 
argumsnts should be used has been examined by Hovland, 
Lunsdaine and Sheffield, I t was concluded that two-
sided arguments are liKely to be of greater value i f 
the receipient i s unaware of, or opposed to the product 
advocated, whilst one-sided arguments are more effect ive 
when commxinicating with those who already agree with the 
communicator's views. This contention was l a t e r refined 
by adding that two-si<fed arguments are more effect ive 
with better-educated people than with less-ed\x:ated 
people, 'ihe essen t ia l reason for a two-sided argument 
i s that i t prepares the rece ip ien t for any counter-
arguments regarding the product which might be met a t 
a l a t e r stage and that these counter-arguments are 
therefore l ike ly to have less e f fec t i f the rece ip ien t 
has previously evaluated them.However, a two-sided 
argument may also have the effect of mailing the r ece ip i en t 
aware of the product ' s disadvantages which he otherwise 
might not have appreciated. 
The Communicator; The final factor of inportance l i k e l y 
to influence the acceptance of a message, and hence the 
X t 
success of communication^ is tha t of the cororavmicator 
himself. Put sinply, one can see t h i s in terms of the 
r e c e i p i e n t ' s a t t i t u d e s to, or be l ief in, the source of 
the message. If the perception of the source i s favour-
able then the c r ed ib i l i t y of the message i s increased. 
Conversely, if the receip ient perceives the sources in 
an unfavourable way then, regardless of the message 
content, the c r e d i b i l i t y of i t i s decreased. Thus, if 
person A has had a favoxorable experience with the products 
made by a par t icu la r cortpany i t i s l i ke ly that he will 
be receptive to future claims emanating from tha t 
organisat ion. Hovrever, if person B's experiences with 
t h i s company's products have been unfavourable, then 
even when faced with the same message via the same 
channels as A^  rece ip ien t B i s unlikely to accept the 
message with the same degree of willingness, i . e . 
se lect ive perception occurs. 
Ihe perception of the communication by the 
rece ip ient i s known asthe source effect and, in general^ 
the influence exerted by the cooraunicator i s l i ke ly to 
be greater or, more accurately, more posi t ive i f the 
communicator i s t rus ted . There i s a necessi ty, there-
fore, for source c r e d i b i l i t y in that i t i s probable 
tha t the greater the c r e d i b i l i t y of the source the 
greater the chances of the cotnimunlcation succeeding. 
Such an effect raay be seen with new products launched 
onto the marKet; products launched by companies such 
as Heinz, Cadbury's, Kellogs, e t c . , have an advantage 
over competitive products because of t he i r t rus ted 
family brand name. The majority of the population ]<now 
from past experience that the quali ty of the products 
made by these and other well-'known companies i s high 
and they are therefore prepared t o accept that any new 
product brought onto the market by them i s l ike ly to be 
of an eguaiiy acceptable quali ty and' will accept claims 
made for them. Consequently, there i s l i t t l e or no r i sk 
of disappointment involved in buying tha t product. By 
way of contrast , the product brought onto the market 
by a new or l i t t l e known corrpany has no such foundation 
on which to build and has t o generate an image and 
reputat ion over time. 
It i s the idea of source c r e d i b i l i t y which i s 
developed by using well-known persona l i t i e s to endorse 
products in advertisements. A wide var ie ty of fac tors 
infltjence the c r e d i b i l i t y of a message source and, in 
addit ion to the var iables which are object ively d i r e c t l y 
relevant to the message (e .g. the communicator's 
exper t i se) , c r ed ib i l i t y i s affected by seemingly 
to 
irrelevcint factors such as the communicator's appearance 
and apparent social c l a s s . Kelman and Hovland have 
demonstrated that the message is usually perceived as 
more credible i f the source ( i . e . in t h i s case the 
ce lebr i ty endorsing the product) i s perceived t o be 
fa i r and tha t t h i s t rustworthiness is of far greater 
inportance than his expert ise regarding the product 
about vhich messages are being communicater'. 
However, a problem sometimes encountered in 
using a ce lebr i ty to achieve a higher degree of source 
c r ed ib i l i t y i s tha t a form of conf l ic t may a r i s e . I t 
i s possible, for exarrple, to admire the ce lebr i ty but 
to d is l ike the product or company being advert ised. 
Conversely, the receipient may l ike the product but 
d i s l ike the ce lebr i ty or the form of advertisement 
used. This confl ict i s known as source incongruity, 
i . e . there is a pos i t ive a t t i t ude to one element in 
the itessage but a negative a t t i t ude to the other 
elements. The net effect of th i s in terms of whether 
or not one buys the product i s dependent upon the 
r e l a t i v e strengths of feeling with regard t o each 
element. If, for example, one fee ls strongly tha t 
the product i s good whilst the a t t i t ude to the person 
enforsing the product is mildly negative then a change 
f t : 
of a t t i t ude to ensure a movement towards congruity will 
occur. In t h i s par t icu lar case i t is l ike ly that one 's 
opinion of the product will decrease s l igh t ly and one 's 
fee l ings about the individual will increase s l i g h t l y in 
a favourable d i rec t ion . If the feel ing towards the indivi-
dual was grossly negative then i t i s suggested tha t one 's 
opinion of the product would f a l l rather further and may 
r e s u l t in a re jec t ion of the product. 
Source Cred ib i l i ty and Time; Our discussion of source 
c r e d i b i l i t y in the previous section was concerned essen-
t i a l l y with the short-term effect upon a t t i t u d e change. 
Of perhaps greater importance i s the long-terra effect of 
soxarce c r e d i b i l i t y . Hovland and Vfeiss have demonstrated 
tha t the change due to source c r e d i b i l i t y does not l a s t . 
In an experiment they discovered that the attitx:K3e 
change of people exposed to a soxarce having a high 
c r e d i b i l i t y was 3^ 2 times greater than tha t r e su l t ing 
from exposure to a source with low c r e d i b i l i t y . On 
measuring a t t i t udes again several weeks l a t e r the 
a t t i t u d e s of both groups were found t o be very similar 
with the a t t i t ud ina l change of the group exposed to the 
high c r e d i b i l i t y soxjrce having decreased whilst the 
a t t i t u d i n a l change of those exposed to the low c red ib i -
l i t y soijrces had increased. This so-caiied 's leeper 
t . j 
effect* is assumed to be the resu l t of the d i s soc ia t ion 
of Source and message content over time. There i s a 
need, therefore, for a high frequency of advert is ing 
if t h i s i s to be overcome. 
The Task of Advertising: 
Having examined the concept of the promotional 
mix and the theory of communication, we are now in a 
pos i t ion t o concentrate more fully t^on adver t i s ing . At 
an ea r l i e r point in the text advert is ing was defined as 
•any paid form of non-personal presentat ion and promotion 
of ideas, goods, or services by an ident i f ied sponsor ' . 
The ro le of advertising as a marketing ac t i v i t y , t he re -
fore, i s to inplement product flow tiirough the channels 
of d i s t r ibu t ion ; to act as a ca ta lys t in acquainting 
the consumer with the means by which wants may be 
sa t i s f i ed ; and ult imately t o induce consumer act ion 
which will benefit the source of the communication 
process. With regard to the final aspect of t h i s 
statement, there have been many arguments over the pas t 
two decades as to whether the task of advert is ing shDuld 
be expressed in terms of sales or communication e f fec ts 
_ communication being the development of a degree of 
brand awareness or brand preference in the mind of the 
rece ip ien t . 
• t o 
Those who contend that the task of advert is ing 
should be to achieve a communication goal argue that 
sales cannot serve as a r e a l i s t i c objective primari ly 
because they are the r e s u l t not only of advert is ing but 
of adver t is ing in conjunction with the other marketing 
var iab les . There i s the consequent d i f f icul ty , therefore, 
of determining the extent to which advert is ing has 
contributed to the achievement of any pa r t i cu la r level 
of sa les experienced. By way of contras t , the degree 
of communication achieved can be measured r e l a t ive ly 
eas i ly and accurately by the use of research techniques. 
Advocates of t h i s l e t t e r view - known as DAG MAR 
(Defining Advertising Goals, lieasuring Advertising 
Results) - therefore suggest that the task of adver t i -
sing is best s ta ted in terms of communication e f f ec t s . 
However, although the adoption of communication 
objectives overcomes the disadvantages inherent in the 
use of a sa les goal, a s igni f icant dravtoack s t i l l e x i s t s . 
With few exceptions, the ultimate purpose of advert is ing 
i s to create sales and, unless there i s clear cut evidence 
regarding the re la t ionship between communication and 
subsequent sales , i t i s not necessari ly r e a l i s t i c to 
assume that a high degree of brand awareness or the 
existence of a favovirable a t t i t ude towards a product 
will lead t o an increase in the conpany' s sa les 
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performance in the market place. 
With these considerat ions in mind the reader 
should appreciate that i t is not feasible t o general ise 
about the type of objectives which should be pursued by 
advert is ing or to s ta te that a sales objective i s e i ther 
any be t te r or any worse than a communication object ive . 
Instead, the choice should be seen to be dependent upon 
the par t icu la r circumstances in which the company i s 
operating. For exanpie, i f i t i s possible to determine 
tha t there is a direct functional re la t ionship between 
Communication and subsequent sa les , i t i s safe to use 
communication object ives . If there are not these 
obvious re la t ionships then the task of advert is ing 
should be expressed in terms of both sa les and commxini-
c at ion object ives . 
Advertising as an Ajd to Technical f toqress; 
Tlie question of whether advert is ing acts as a 
stimulant to technical progress can be answered by 
considering: 
1. whether advert is ing acts as an incentive to 
achieve a higher standard of l i v ing . 
2. whether advert ising, by reducing the pressxices 
of conpeti t ion, encourages firms to engage in a 
greater amount of research and new product 
development. 
't ) 
3, whether advert is ing helps e i ther to maintain or 
irtprove the qual i ty of product. 
The frequently vaunted suggestion that adver t is ing 
ac t s as an incentive to achieve a higher standard of 
l iv ing and is therefore a stimulus to technical progress 
i s usually related t o an analysis by the Internat ional 
Advertising Association which shows a high cor re la t ion 
t o exis t between per capi tal incomes and l eve l s of 
adver t is ing. lb conclude from t h i s that advert is ing i s 
the cause of high income levels , however, i s dangerous 
as a number of writers have argued that the analysis 
can eas i ly be reversed to suggest tha t advert is ing i s 
an e s sen t i a l ly pa ra s i t i c element which can only e x i s t 
in quantity once a cer ta in standard of l iv ing and per 
capita income has been achieved. 
With regard to the second issue, Gaibraith has 
suggested that advert is ing, along with other marketing 
tools^ i s a means by which the r i sk s facing the firm 
can be reduced. I t can be argued tha t in the conperative 
safety which should ensure, a greater amount of research 
and new prodxjct development should be conducted. This 
argument does, however, run counter t o the t r a d i t i o n a l 
economic view that conpeti t ion acts as the predominant 
incentive to innovate. Whether i t i s in fact the l e s s 
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r isl?y marine t environment of a ironopolistic s i tua t ion , or 
whether i t i s a highly competitive environment which 
ac t s as the grea tes t incentive to innovate i s d i f f i c u l t 
t o determine as the evidence available enables one to 
defend e i ther or both points of view. Perhaps more 
r e a l i s t i c a l l y , i t has been suggested that technical 
progress i s a function of three fac tors : the (conpetit ive) 
pressures to develop new products; the f inancial and 
technological resources avai lable; and the opportuni t ies 
for technical progress. Of these three factors i t is 
the f inal one which i s generally considered to be the 
grea tes t inportance. 
The th i rd and final strand l inking advert is ing 
and technical progress i s tha t advert is ing r e s u l t s in 
products of a high and consis tent qual i ty . The reasoning 
behind t h i s claim i s that because of advert is ing the 
cons\amer recognises the brand, and, if sa t i s f ied , will 
buy i t again in the knowledge that i t will be of the 
same quali ty as the i n i t i a l purchase. 
Advertising and the Mass Media: 
The l a s t of the charges levelled against advert is ing 
centres around the financial re la t ionsh ip ex is t ing 
between advert isers and the mass media. The Ftess in 
il 
Br i t a in derives something in the order of 50% of i t s 
income from se l l ing space to adver t i se rs , whilst comtter-
clai te levis ion i s almost wholly dependent for i t s 
survival upon revenue derived in t h i s way. 
Because of t h i s re la t ionship , questions are 
raised frequently about the freedom of the mass mesia 
from advert iser cont ro l . The common j u s t i f i c a t i o n for 
the continuance of the re la t ionship i s that advert is ing 
revenue subsidises the Press and te levis ion/ thereby 
enabling them to be supplied to the public at a pr ice 
below that wlich they cost to produce, and consequently 
below the pr ice tha t would be necessary in the absence 
of adver t is ing. Without the income derived from se l l ing 
space to adver t isers many newspapers and magazines 
would be unable to exis t as few people would be prepared, 
or indeed be able, to afford the s ign i f ican t ly higher 
p r i ces t h a t newspapers and magazine owners would be 
forced to charge. Similarly, Independent Television 
would no longer be independent but would be forced to 
re ly on subsidies from the government and other bodies . 
Advertising and the press ; The typical newspaper or 
magazine draws i t s revenue e s sen t i a l ly from two separate 
and quite d i s t i nc t sources: the readers who pay the cover 
pr ice , and the advert isers who pay a ce r t a in r a t e for 
^ « . 
' r e n t i n g ' a piece of space in the newspaper. The concern 
expressed over the dependence of the Press upon the 
l a t t e r source i s a t t r ibu tab le to two social costs which 
are perceived t o r e s u l t . F i r s t , i t has the effect of 
making the Press susceptible to a shi f t in adver t is ing 
pa t t e rns or t o a downturn in the economic condition of 
the country; advert is ing frequently being one of the 
f i r s t areas of expenditure to be cu r t a i l ed by a company. 
Second, many people perceive a potent ia l conf l ic t between 
the task of informing and enter ta ining readers with that 
of se l l ing space to adver t i sers , a conf l ic t which concei-
vably might r e s u l t in the in t eg r i ty of e d i t o r i a l comment 
being threatened. 
The va l id i ty of the f i r s t of these two issues i s 
seemingly borne out by the fact that a survey conducted 
in the l a t e 1960's by the Economic In te l l igence Unit 
indicated that seven of the seventeen national news-
papers in existence at that time were in an unhealthy 
f inancia l posi t ion because of a 'decreasing percentage 
of advertisementsCI 
The second issue, that concerning the i n t e g r i t y 
of ed i to r i a l comment, has been examined at various times 
in Br i ta in by a Royal Commission on the Press, The Maloney 
Committee on Consumer Protection, the Reith Report, the 
Labour Par ty ' s Green Paper on Advertising (1973), and 
the Laboior Par ty ' s The People and the Media (1974), and 
in Alterica by numerous Federal Trade Commission invest i -
ga t ions . The general conclusion t o be drawn from these 
s tudies i s that there i s l i t t l e or no evidence of a 
corruption of ed i to r i a l comment. Despite t h i s , however, 
nearly a n suggest that i t would be economically more 
desirable if newspaper and magazine owners could re ly 
l e s s on advertising revenue and more on the se l l ing 
p r i ce to readers . The f e a s i b i l i t y of inplementing t h i s 
suggestion - which would en ta i l put t ing up the pr ice 
of newspapers - i s questionable, however, in view of 
the fact that newspaper c i rcula t ions have declined over 
the l a s t few years, and because i t appears that the 
demand for newspapers, and t o a lesser extent magazines 
i s r e l a t i ve ly pr ice c l a s s i c . The probable effect of 
inplementing such a proposal, therefore , could well be 
t o cut the c i rcu la t ion of newspapers yet fur ther . 
If, despite the conclusions of the studies c i ted 
above, i t i s s t i l l f e l t that the in t eg r i ty of e d i t o r i a l 
comment is endangered by the dependence of the Press 
upon advert is ing revenue and steps were tal?en to 
eliminate t h i s , then e i ther an a l t e rna t ive means 
of financing the Press will have t o be found, or we 
will have t o reconcile ourselves t o the fact that 
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newspapers will have an appreciably higher cover pr ice 
than ex i s t s at present, that c i rcu la t ions will in a l l 
probabi l i ty drop, and that many newspapers will go out 
of exis tence. 
Because a large and free Press i s generally seen 
to be essent ia l to a democracy, the p o l i t i c a l f e a s i b i l i t y 
of allowing numerous newspapers t o go out of existence 
in t h i s way is small. VJe are faced, therefore, with the 
task of identifying Alternative ways in which the Press 
might be financed. 
The a l te rna t ive methods of financing the Press 
that have been suggested, however, possibly hold a large 
number of disadvantages than does the present system, 
Peter Doyle has ident i f ied two types of solution to the 
problem. The f i r s t , which would apply if advert is ing 
i s seen to be wasteful, involves the government in 
subsidising the Press, possibly through an independent 
body t o guarantee freedom from p o l i t i c a l interference; 
the second solution would apply if adver t i s ing were in 
p i inc ip le seen to be acceptable, but that the present 
d i s t r ibu t ion needs modification: 
Variat ions of t h i s type of solut ion include 
ensuring that advert is ing is spread more equi-
tably between papers, a levy on advet t i s ing 
J ' t 
revenue r i s ing with the newspaper's c i rcu la t ion , 
or an excise duty on advertising over a minimum 
amount. 
VJhether such changes are desirable and in the long-term 
in t e r e s t s of the newspaper industry as a whole I s 
debatable. Under the present system any influence tha t 
one advert iser might wish to exert i s l i ke ly to be 
opposite to that v^hich another may.wish. In addition, 
the large number of adver t isers using any par t i cu la r 
newspaper gives a high degree of independence to the 
publisher and means that he can lose several adver t i sers 
without suffering rea l financial harm. 
Advertising and Television; The decline in Irrportance 
tha t the Press has experienced in recent years i s a t t r i -
butable primarily to the increase in the amount of 
advert is ing on commercial t e l ev i s ion . It i s reasonable 
to suggest, therefore, tha t the revenue and c i rcu la t ion 
of the Press would be affected yet further if the present 
c a l l s for a second commercial channel were to be 
answered. 
Although commercial t e lev i s ion i s almost wholly 
dependent for i t s existence \;tpon revenue from se l l ing 
time t o adver t isers , because of the area monopolies 
enjoyed by the various ITV conpanies, t h i s dependence 
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has not resul ted in the financial i n s t a b i l i t y experience 
has not resul ted in the financial i n s t a b i l i t y ex'oerienced 
by the Press, However, the a t t rac t iveness of commeribial 
t e lev i s ion as an advert ising medium, and hence the 
revenue of the te levis ion conpanies, i s a function of 
the type and size of audience i t can offer to po ten t ia l 
adver t i se r s . This in turn is a function of the type of 
programme offered. To ensure as large an audience as 
possible the ITA has responded by offering large numbers 
of mass-entertainment programmes which have l i t t l e 
apparent cu l tu ra l value. 
Thus, although the comnercial t e l ev i s ion conpanies 
have been f inancial ly successful, there are social cos t s 
associated with their method of ensuring and maintaining 
t h i s success, S\:ggestions as to how t h i s s i tua t ion might 
be improved have been r e l a t i v e l y numerous and diverse , 
and have included the recommendation that by i n s t i t u t i n g 
a b a l l o t system to determine when in the evening pa r t i cu l a r 
commercials should be shown, advert isers would be unable 
t o s t ipu la te that t he i r advertisements go out during 
peak-vie wing times and thus the pressures for a se r i es 
of mass-entertainment programmes during peak times would 
be reduced. 
Although social and e thical c r i t ic isms of adver t i -
sing are by no means new, the nature and seriousness of 
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the complaints made has in recent years increased s igni f i -
cant ly. This trend has in turn been supported and reinfor-
ced by the a t ten t ion paid by successive governments to 
the role of advert ising, and by the r i s e since the ear ly 
to middle 1960's of what i s loosely tented consumerism^ 
Charges made against Advertising; 
I t can b© argued that the biggest and po t en t i a l l y 
most insurmountable problem encountered in any attempt 
to examine and evaluate the social issues surrounding 
advert is ing stems from the essen t ia l ly siabjective nature 
of many of the cr i t ic isms that have been level led in 
recent years. An additional problem is encountered in the 
form of the sheer volume of the c r i t i c i sms tha t have 
been made. Nonetheless, we can single out the e ight 
c r i t i c i sms which, in so far as they are made most 
frequently and because they bear a d i rec t re la t ionship 
to the e th i c s of advert ising, are most per t inent t o such 
a discussion. These c r i t i c i sms are: 
1. Advertising exhib i t s bad t a s t e , 
2. Advertising i s frequently fa lse and misleading. 
3. Advertising s t r e s ses small and ins ignif icant 
differences between products and has resul ted 
in an unnecessary and wasteful p ro l i f e r a t ion of 
brands. 
4. Advertising has resulted in uniformity. 
U ,' 
5. Advertising concentrates on se l l ing people products 
they neither need nor want. 
6. Advertising i s too persuasive, 
7. Much advert ising i s i r re levant and unnecessary. 
8. Advertising can be used to take advantage of 
children. 
The fact tha t ce r t a in aspects of advertising are 
in need of change is r a re ly disputed, even by i t s p r a c t i -
t i o n e r s . David Ogilvy, for exanple, in his book "Confessions 
of an Advertising Man, a s se r t s that advert is ing should be 
reformed and in defence of t h i s view c i t e s a poll conduc-
ted by Hill and Knowlton which found tha t many in f luen t i a l 
opinion leaders hold unfavourable a t t i t u d e s to adver t i -
s ing. He suggests tha t if advertising i s to survive, then 
reform of cer ta in prac t ices i s necessary. Such change 
is made even more essen t ia l when one considers the speed 
with which consumer pressure groups have grown in 
recent years and the depth of support given to them both 
by the public and by p o l i t i c i a n s . 
Evolution; 
The evolution of the modern advert is ing agency can 
be traced from the middle of the 17th centmiy when the 
f i r s t recognisable press adver t i^ments appeared in t h i s 
century. These received a sizeable boost several years 
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l a t e r when, in 1966, the London Gazette began publishing 
adver t is ing supplements. 
Although cal led advertisements, they were in fact 
t o t a l l y unlil<e thS modern conception of a business adver-
tisement - they were chiefly public not ices which closely 
resembled today 's personal column advertisements. This 
format remained essen t i a l ly unchanged for several years 
un t i l , ear ly in the 18th century, the Tatler adopted a 
subs tan t ia l ly revised approach to-, product promDtion. 
The f i r s t recognisable advertising agency as such i s 
generally assumed to be Reynell and Son v^iich was formed 
in London in 1812 although the range of services offered 
was l imited and remained so unt i l the second half of the 
19th century when creat ive advice was provided for the 
f i r s t time. 
This change cane about primarily as the r e s u l t 
of increasing indus t r i a l i s a t ion and the need for business, 
men to search act ively for new markets and coincided with 
the founding of many new newspapers. At t h i s time the 
general approach was for newspaper publishers to s e t l 
large blocks of space to space-brokers who then resold 
port ions of newspapers space to conpanies wishing t o 
adver t i se . As conpeti t ion between these space-brokers 
increased they were obliged t o increase the range of 
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services they offered and many began to provide advice 
on slogans to be used and eventually s tar ted to i l l u s t -
ra te advertisements. 
In the l a t t e r part of the 19th century a nuniber of 
•creative* advertising agencies were formed and the 
advert is ing business then set t led down to a period of 
steady but r e l a t i ve ly unspectacular growth unt i l the 
F i r s t VJorld War. Between the two World War the ra te of 
growth increased s l i gh t ly but with the s t a r t of the 
Second V^rld War in 1939 the business of advert is ing 
suffered a severe setback: as many advert ising p r a c t i -
t ioners joined e i ther the Ministry of Information run 
by Brendan Bracken or went to the propaganda departments 
of other Ministr ies . 
During t h i s time, agencies in the United S ta tes 
expanded rapidly and increased the range and scope of 
the services offered t o include advice on marketing, 
merchandising, market research, public r e l a t i ons , and 
so on. In the period immediately after the war many 
Br i t i sh agencies followed su i t and, in 19 55, with the 
advent of commercial t e lev is ion in t h i s country, the 
larger agencies set up te lev is ion departments. 
This then i s the essence of the way in which the 
modern service advert is ing agency has developed. During 
the past twenty years agencies have increased in size 
quite dramatically and many mergers have taken p lace . 
Functions; 
Although, as we have jus t seen, advert ising agen-
cies have in recent years increased the scope of the i r 
a c t i v i t i e s quite considerably, the three basic and most 
inportant functions performed by the modern service 
agency for the c l i en t have remained e s sen t i a l l y unchanged 
in the post-war period. These three functions are: 
1. to help the c l i e n t plan the advert is ing 
canpaign, 
2. to prepare the advertisements, 
3. to place the advertisements in the most 
sui table media. 
The importance of careful planning is dealt with in de t a i l 
elsewhere in t h i s book and so at t h i s point we wil l do no 
more than emphasise yet again that advert is ing i s only 
one par t , a lbe i t an important par t , of the marketing mix 
and because of t h i s the plan of the advert is ing canpaign 
can not r e a l i s t i c a l l y be developed in i so l a t i on . Instead, 
i t should be seen as an in tegral par t of the overal l 
nerketing plan for the conrpany's products and developed 
in conjunction with other aspects of the overall plan. 
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The second major function performed by the agency 
leads on logica l ly from the planning stage and involves 
the preparation of advertisements.Having decided on the 
creat ive strategy to be used, i t i s the function of the 
agency to t r ans l a t e the strategy into advertisements t h a t 
will se l l the product or create a favourable a t t i t ude 
towards the advertiser and his goods or services . 
The th i rd basic , function involves select ing for 
the c l i en t those media that will convey the advert is ing 
message in the most effect ive manner to the target market 
at the lowest cost possible . 
Advertising Agency Recognition; 
In th i s chapter we are concerned with what are 
termed the 'recognised* agencies. 'Recognition' in t h i s 
context re fers to the fact that the agency i s recognised 
by the media owners' trade associat ions as sa t is fying 
ce r t a in la id down c r i t e r i a and, consequently, as being 
e n t i t l e d to a rebate inthe cost of any time or space 
bought in media. 
The c r i t e r i a that must be sa t i s f ied by an agency 
before recognition i s given are r e l a t i v e l y logical and 
straightforward and are designed t o ensure that the 
standard of service offered by the agency i s cons i s ten t ly 
high. The general qual i f icat ions for recognit ion are as 
follows: 
1. The agency must have personnel with suff ic ient 
expert ise and experience to perform the necessary 
advertising tasKs e f f i c i en t ly . 
2. The agency must have suff ic ient f inancial resources 
to be able to meet i t s obl igat ions to nedia owners. 
3. Advertising must be the agency's sole business 
occupation. 
4. The agency must be free from control , f inancial or 
otherwise, of advert isers and media owners. 
5. The agency must undertake not to pass on to the 
c l ien t any commission given by media owners. 
Consumer Behaviour; 
To plan effective marketing s t ra tegy, we must be 
able to answer the question 'what makes people buy? So 
the advert ising p rac t i t ioner must turn to the behavioural 
sciences to gain an understanding of the consumer. 
Behaviour analysis can suggest where our understanding 
of the underlying market processes is inadequate and 
where additional information i s needed. It can t e l l us 
what re la t ionships are l ike ly t o be most- s igni f icant in 
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determining response to changes in the stimulus va r i ab le s . 
However, the behavioural sciences can only offer a p a r t i a l 
p ic ture of the consumer at present due, to some extent, 
to the corrplexity of the si±)ject. 
Psychological Foundations; 
Hjtivation; A motive i s a reason for action. The attempt 
of consumers to gra t i fy wants through market a c t i v i t i e s 
i s motivated behaviour. I'fetivation is a s t a t e of mind 
tha t d i r e c t s the consumer towards a specific goal . 
Motives can be c lass i f i ed in various ways; among 
the more important classific.rations are the following. 
Generic type are based on hunger, t h i r s t , sex, s t r iv ing , 
pr ide , soc iab i l i ty , cur ios i ty , fear and se l f -preserva t ion . 
Physiological motives concern basic physical functions 
such as hunger, t h i r s t , sex, elimination, re laxat ion, 
exercise and bodily comfort. Psi^hologicai motives are 
those exis t ing in the mind dealing with such emotional 
factors as securi ty, love, fulfilment, s e l f - i den t i f i ca t i on , 
pr ide, pres t ige , s ta tus seeking, belonging, |iappiness, 
sadness and power. Motives can be c lass i f ied by the i r 
urgency - those that must be acted upon immediately and 
those that can be postponed. Primary motives are those 
concerned with satisfying needs basic to the maintenance 
hi 
of l i f e . Secondary motives a r i s e out of soc ia l and 
psycho log ica l needs. Motives can be consc ious or 
unconscious - few people are ever f u l l y aware of t h e i r 
purchase motives because many motives spring from deep 
wi th in the hxoman psyche . 
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CAMPAIGN PLANNING: 
I t i s p l a i n t h a t an unders tanding of the market 
i s a p re reqx i i s i t e for successful market ing. We need t o 
know and understand t h e people t o whom we are s e l l i n g . 
How many a re there? Who are they? What are they? VJhat 
i s the d i f fe rence , if any, between those who use much 
of the product and those who use only a l i t t l e ? What 
i s our market share for t h i s product , otir c o n p e t i t i v e 
s i t u a t i o n in the home as well as t h e shof>e? Enphasis 
i s needed on the people using our brand - t h e i r numbers, 
t h e i r c h a r a c t e r i s t i c s , t h e i r l o c a t i o n s , how they use 
the product . 
I t i s c r u c i a l a l s o t o know about the product we 
a re s e l l i n g . Wfe must de f ine what the product i s p h y s i -
c a l l y , what i t i s designed t o do for people , how i t 
works, how i t conpares p h y s i c a l l y and f u n c t i o n a l l y 
with i t s compet i tors , how i t i s s ized , p r i c e d , packaged, 
and what a re the t r e n d s and developments in the a rea 
of product p rog re s s , both for our c l i e n t s * brands and 
for co r rpe t i to r s . 
The market environment; 
To be e f f e c t i v e in serv ing t h e needs of the 
market, the o r g a n i s a t i o n must analyse the s t r u c t u r e 
and behaviour of t h e market. However, the cons\aiTer 
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market ex i s t s within the to ta l marketing environment 
which enconpasses the economic/ technological^ p o l i t i c a l 
and legal and cul tura l environments. Changing l eve l s and 
pa t te rns of personal income expenditure, the emergence 
of new cul tura l t rends, and the expanding network of 
consumer protect ion law are the aspects of t h i s environ-
ment that iiTpinge upon the marketer 's ac t ions . If the 
adaptive organisation i s t o match the requirement of 
t h i s changing world, then c lear ly account must be taken 
of the ways in v^ich these forces will shape the pa t te rn 
of future demand. The analysis and forecasting of 
markets i s the means by which more ef fec t ive market 
planning takes place and provides a s t a r t i n g point 
for campaign select ion and developitent. 
Market segmentation; 
Since a l l consumers are d i f ferent , the market 
organisation has to decide whether to develop d i f ferent 
market programmes for d i f ferent subgroijps of the popula-
t ion , or to develop one programme ta i lo red for j u s t on© 
single subgroip. f^rket segmentation is the process of 
dividing a market into homogeneous subgroups based on 
more or l e s s c lear ly defined cha rac t e r i s t i c s such as 
age, sex, social c lass , occupation, i n t e r e s t s and 
cul tura l learnings. The benef i t s for advert is ing of 
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of such an approach derive from the fact t h a t instead 
of appealing t o one heterogeneous mass, the advert iser 
s ingles out who are h is most promising prospects and 
concentrates on them. Having ident i f ied a grov^/ the 
advert iser analyses the i r pat terns of consumption 
behaviour so as to design messages t o f i t t h e i r l i f e 
s ty le , and then places the advertisement in the media 
that will reach them e f f i c i en t ly . 
Alternative approaches t o segmentation; 
There are two main types of segmentation s t r a t e -
gies - concentration and d i f fe ren t i a t ion . The concentra-
t i o n approach i s used when the organisation focuses on 
only one subgroup and develoos a marketing programme 
directed t o i t . Dif ferent ia t ion occurs when two or 
more population subgroi:5)S are ident i f ied and marketing 
programmes are developed for each. A further a l t e rna t ive 
does ex is t where a single marketing programme i s 
developed and applied to a l l ; t h i s may be termed an 
undifferentiated s t ra tegy. 
A concentrated segmentation strategy can be 
especia l ly appealing to an organisation whose resources 
are l imited, for the concentration of effort in gaining 
a large share in one or a few siiimarkets can be more 
prof i tab le than diffusing effort over several , i t i s 
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frequently the case that the marketing decision makers 
t r y to determine the big users of the product and thus 
identify the target segment in which to concentrate 
t he i r e f fo r t s . Naturally, however, the conpet i t ion in 
such a segment i s l ike ly t o be intense, thus a concen-
t r a t i o n s t ra tegy focussing on a smaller segment can 
be more relevant to the smaller firm. 
Under a s t rategy of d i f fe rent ia t ion , the organisa-
t ion does not r e s t r i c t i t s e f for ts to a single segment 
but rather develops several marketing programmes, each 
t a i l o r ed to individual segments. Thus the attainment 
of a market share in each segment by the use of a 
different raarketirjg mix could enable an organisat ion 
to cover the whole of the market. An advert is ing 
campaign could be drawn up which emphasised one product 
a t t r i b u t e in one segment and a different prodvict 
advantage in, another. In such a s i tua t ion , the media 
chosen t o reach each segment would be selected on the 
bas i s of appropriateness for each c a ^ . This approach 
t o segmentation has become increasingly popular as 
organisations have developed multiple product offering 
using multiple t rade channels and multiple advert is ing 
media. 
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Bases for segrrentatlon; 
How does the decision-maker divide the market? 
The abundance of c r i t e r i a by which ireanifigful segmen-
t a t i o n of markets can be undertaken opens lip a mass of 
marketing p o s s i b i l i t i e s , but the marketer has t o seek 
out the most appropriate variable/ or combination of 
var iable , for h is own par t i cu la r marketing needs. 
Before the select ion of segmentation bases the 
marketer must apply cer ta in yardst icks to measure the 
usefulness of any such divis ion. It i s necessary, f i r s t 
tha t the bases he se lec ts should be capable of stimula-
t ing ideas for promising marketing programmes. The use 
of fac tors such as income and occv^ation t o segment a 
market might be convenient, though not as s igni f icant , 
perhaps, as consumer a t t i t udes , which are far more 
d i f f i cu l t to apply. Another inportant guideline is the 
degree to which the segments are large or prof i table 
enough for separate marketing. If a segment i s thought 
to be too small, i t i s unlikely tha t any marketing 
programme' wil l generate a prof i table market response. 
Ws can divide the various market segmentation 
fac tors in to two categories : overall consumer charact-
e r i s t i c s and product r e l a t ed consumer c h a r a c t e r i s t i c s . 
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The for Iter category contains var iab les tha t are not 
specif ic t o any prodijct or pxjrchasing s i tua t ion such 
as demographic var iables (age, sex, income, occupation); 
the l a t t e r category deals v/ith specific purchasing 
s i t ua t i ons such as usage leve ls and brand loya l ty . 
Overall consumer cha rac t e r i s t i c s ; 
Geographic; One of the e a r l i e s t bases for market seg-
mentation was geographic, which dist inguished consumer 
markets regional ly. A manufacturer of expensive sophis-
t i c a t ed h i - f i equipment might recognise that the South-
East of Br i ta in contains a higher proportion of high-
income population than the res t of the country and thus 
concentrate h is marketing programme on t h i s area. If 
the demand for a product i s affected by climate, then 
a geographical base for a segmentation approach could 
prove prof i tab le , but very often a concentrated pol icy 
i s used which r e s t r i c t s i t s e l f geographically and a 
marketing programme i s devised to f i t the needs of the 
people in the area. 
Demographic; A demographic approach to segmentation 
involves the use of variables such as age, sex, family 
Size, income, occupation, education, family l i f e cycle, 
re l ig ion , nat ional i ty , or social c lass to d is t inguish 
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different grox:¥)s in the market. These var iab les have 
the widest use in roarKeting and, in advert is ing in 
par t icu la r media, audiences tend t o be described in 
demographic terms. The ease of recognit ion and measure-
ment of demographic var iab les i s the prime reason for 
the i r extended usage, but also these var iables 
corre la te well with the sales of many products. For 
instance, the use of demographics could f a c i l i t a t e 
the development of an effect ive marl<eting programme 
for reaching the youth market. 
Psychological; Psychological fac tors have received a 
good deal of a t t en t ion in segmentation research. The 
forn^tion and changing of a t t i tudes as a marketing 
goal must take into account personal i ty var iables and 
t h i s fact has provided the incentive for research. 
However, e f fo r t s to r e l a t e personal i ty t r a i t s , as 
re f lec ted by standard personal i ty measures, t o 
purchasing behaviour have not been very successful. 
The solut ion to t h i s problem would be the development 
of special ised personal i ty measures more relevant t o 
marketing. 
Life s ty l e ; Life s ty le segmentation i s a recent 
development that has been proved useful for marke-
t ing and advertising planning. I t has been pointed 
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out that demographics have only l imited lose on their 
own and psychological cha rac t e r i s t i c s can lack r e l i a -
b i l i t y when applied to mass audiences. The use of l i f e 
s t y l e pa t t e rns contoines the v i r tues of demographics 
with the r ichness and dimensionality of psychological 
cha rac t e r i s t i c s and depth research. Life s ty le deals 
with everyday, behavioural facets of people as well as 
the i r feel ings, a t t i tudes and opinions. As used in l i f e 
s ty le segmentation research, i t measures peoples* 
a c t i v i t i e s in terms of: 
1. how they spend the i r time; 
2. the i r i n t e r e s t s , what they place irtportance on 
in the i r immediate surroundings; 
3. the i r opinions in terms of the i r view of them-
selves and the world around them; 
4. some basic cha rac t e r i s t i c s such as their stage 
in the l i f e cycle, the i r income and education 
and where they l ive . 
The benefi ts of l i f e - s t y l e segmentation for 
advert is ing include benef i ts for c rea t iv i ty , since more 
c l a r i t y on the l i f e - s^y le of the ta rge t customer i s 
avai lable and the rewards the consumers seek in t h e i r 
a c t i v i t i e s and in te res t can be ident i f ied . Thus the basic 
tone of voice of the advertisenent can be accurately styled. 
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Product re la ted consumer cha rac t e r i s t i c s ; 
The product oriented approach divides the market 
by factors re la ted to the consumer's r e l a t ionsh ip with 
the products and uses sixrh ideas as product usage and 
brand loyal ty . 
Product usage: Usage i s perhaps the most bas ic segmenta-
t i on var iab le . The marketer d i s t inguishers the heavy, 
medium, l ight and non users of h i s product. Then he 
atteiTpts to determine wheth§ther these groups differ 
in demographic or psychological ways. Usually, the 
c h a r a c t e r i s t i c s of the heavy user command the g rea t e s t 
i n t e re s t , but t h i s must be balanced against the poss i -
b i l i t i e s of developing a market amongst the non-users. 
It may be worthwhile t o persuade the non-user t o try 
the product and by t h i s t o change the i r pa t t e rn of 
brand loyal ty . 
Hoviever, the marketing organisation should not 
concentrate on only one usage group, but a t tenpt to 
exploi t the varied opportuni t ies offered by each groi:?). 
If we take the case of the non-users who are po ten t ia l 
customers, then, if they do not have strong negative 
opinions aboxit the product, i t should be possible t o 
devise a marketing programne to reach them and prompt 
i t 
a t r i a l purchase, although i t has to be remenbered tha t 
the re are products, such as men's after shave lo t ion , 
for which non-users - in t h i s case, women - make xip the 
majority of the pxarchasers. Vfe may then observe the users 
and at tenpt t o determine the differences between these 
two groups. 
When segmenting by degree of product usage, a 
different marketing programme will be required for each 
segment. I t can often be the case that a programme 
t a i l o r e d to one of these segments can generate a subst-
a n t i a l l y greater response than would a marketing programme 
common to a l l segments. Although the cos ts of cush a 
policy would necessari ly be higher than those involved 
in developing a single programme, the market response 
may be s ignif icant enough to make i t worthwhile. 
Brand loyal ty ; The greater responsiveness of one pa r t i cu la r 
groxip in a market to adver t is ing may make i t advantageous 
to increase the volume of advert ising aimed at them. I t 
i s cer ta in ly appropriate for marketing planners t o 
consider the varying leve ls of s e n s i t i v i t y to marketing 
factors such as adver t is ing. Indeed, brand loyal ty i s 
an approach tha t considers t h i s type of ca tegor isa t ion . 
The market may be divided into those who are loyal to the 
brand and those who are not. The non-loyal consumer tends 
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buy several brands, select ing perhaps the l eas t expen-
sive or the most convenient at the moment. The loyal 
consumer will have a pa t te rn of behaviour towards the 
product c l a s s tha t may be firuily es tabl ished and thus 
d i f f i c u l t and expensive t o break. However, free sanpling 
or 'pence-off' eauponS'-Gan sometimes lead to a t r i a l which 
could lead to a change in loyal ty to a pa r t i cu la r brand, 
but the a d v e r t i s e r ' s task in t h i s s i tua t ion i s made more 
d i f f i cu l t because consumers who exhibi t pat terns of 
loyal ty t o a brand tend t o avoid information re la t ing 
to a l t e rna t ive products, and t h i s makes i t very cos t ly 
t o achieve a brand switch. 
Benefit segmentation; The benefi ts tha t a buyer may be 
seeking from a pa r t i cu la r product serve as a base for 
segmentation. An example i s toothpaste, vjhere there are 
buyers who seek decay prevention, br ight tee th , t a s t e , 
or low pr ice . Having ident i f ied the groups, a marketing 
programme may be devised t o exploit each segment with 
a var ie ty of advert ising approaches. Thus, the aarketing 
organisation can choose the benefit i t wants t o enphasise, 
create a product tha t de l ivers i t , and di rect a message 
tp t je g r p i / seelomg t j a t benef i t . Using the toothpaste 
exanple, for that segment seeking decay prevention the 
advert is ing carrpaign could s t ress the f louride content 
of the product and perhaps the strong, cleansing t a s t e . 
The most effect ive way of using a ;^gmentation 
approach based on benefit demanc i s to cortibine supple-
mental segmentation bases. Each homogeneous benefit 
grot^ identif ied may be analysed according to demographic 
prof i le , for instance, and t h i s may provide information 
providing that larger families are more concerned with 
decay prevention. It may then be useful to determine 
how the exist ing brands on the market are perceived by 
the segmented groups so that the pa t te rn of competition 
may be seen and marketing programmers developed t o 
exploit the po ten t ia l . 
The role of market research; 
The dynamic factors that give r i s e t o rapidly chan-
ging markets have made i t increasingly d i f f i cu l t t o make 
e f f i c ien t marketing decisions, l^&rketing organisations 
are usually far removed from the i r customers, separated 
and insulated by a host of d i s t r ibu t ion intermediaries , 
such as the r e t a i l e r and the wholesaler. Thus, the 
marketing decision maker may not have any direct contact 
with his customers at a l l and yet if he i s to operate 
effect ively he must gain an understanding of who they 
are and what their needs a re . Market research i s the 
l ink by which the consumers may be reaehed and observed. 
The American Marketing Association defines market research 
as ' the systematic gathering, recording, analysing of 
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data about problems r e l a t ing t o tRe" mar>:eting of goods 
and services . 
Market research a s s i s t s marketing managenent in 
a nuirtoer of inportant ways. It enables management t o 
develop the most effective marketing s t ra tegy and to 
decide on the optional marketing mix. I t a s s i s t s the 
manager to set h is advert is ing budget by giving him 
information on the shape, size and composition of the 
market. I t provides knowledge of consumer a t t i t udes 
towards coirpetitors and provides information on media 
usage pa t te rns so that campaigns can be planned using 
the roost relevant media. 
However, the ro le of market research for campaign 
planning does not stop at the development stage. I t must 
continue through the running of the campaign t o post -
carrpaign evaluation. The monitoring of the ef fec ts of 
a pa r t i cu la r campaign enables the marketing organisat ion 
to check i t s effectiveness in terms of the specified 
objectives and through such analysis the prospects for 
future campaigns are inproved. Usually the sa les response 
of the advertising i s the area tha t a t t r a c t s the c loses t 
scrut iny. Thus the market researcher must turn to more 
indi rec t nrethods, such as increasing leve ls of awareness, 
t o assess communications effect iveness . 
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SOURCES OF MARKET DATA; 
Panel s t u d i e s ; Consumsr pane l s are made up of groups of 
people who p e r i o d i c a l l y r e p o r t on va r ious a s p e c t s of 
t h e i r purchasing behaviour , a t t i t u d e s , i n t e n t i o n s and 
mot iva t ions , i^ny r e s e a r c h agencies run t h e i r own pane l s , 
sometines s p e c i a l i s i n g in a narrow range of p roduc t s 
such as baby care or mo t i r i n g , but of ten encompassing 
the e n t i r e range of r ou t i ne and non- rou t ine purchas ing . 
The panel p a r t i c i p a n t s u sua l ly f i l l i n a d i a r y t o 
provide a coitprehensive p i c t u r e of household p a t t e r n s 
of consuirption. In t h i s manner, a con t inu ing p a t t e r n of 
a c t i v i t y i s b u i l t up and t h e marketer has a v a i l a b l e up to-
da te information on p a t t e r n s of brand l o y a l t y and f requ-
ency of piarchase, which he can c o l l a t e with t h e demogra-
ph ic p r o f i l e of the consumers involved. The on-going 
na tu re of the consumer panel ensures a dynamic r e p r e s e n -
t a t i o n of the market which i s used for eva lua t ing and 
c o n t r o l l i n g the market e f f o r t . Also, once a panel has 
been se t up, i t almost runs i t s e l f which i s e s p e c i a l l y 
useful once i t has become e s t a b l i s h e d . 
R e t a i l a u d i t s ; The r e t a i l aud i t involves the p e r i o d i c 
checking of s a l e s of s p e c i f i c products throi:gh s p e c i f i c 
r e t a i l o u t l e t s dur ing spec i f i ed time p e r i o d s . The most 
ex tens ive ope ra t ion in t h i s f i e l d i n B r i t a i n and for t h a t 
mat ter America i s undertaken by A.C. Nielsen Gonpany, 
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The organisation monitors not only sales, but also takes 
account of various deals such as couponing, pr ice discoun-
t ing , special promotion, and the other fac tors that may 
have influenced the sales of the various brands. 
Product analysis ; 
When a consumer purchases a motor car he i s buying 
something more than the physical en t i t y of the product. 
The u t i l i t y tha t the consumer expects t o derive from the 
use of the car in s ta tus , as well as in performance terms, 
is of d i rec t concern. Thus, for a product t o be communica-
ted to the consumer ef fec t ive ly he must perceive i t 
according t o the u t i l i t i e s i t de l ivers , for the product 
is only what the consumer perceives i t t o be. In the 
development of a new product, the consumer's perception 
of i t and i t s conpet i tors i s inportant in r e l a t i on to 
the development of a l te rna t ive marl<eting s t r a t e g i e s . 
Product posit ioning; Consumer react ion to a new product 
i s usually a comparative one. The process of perceptual 
posit ioning by vAiich the new product i s f i t t e d into the 
corrpetitive product space i s c ruc ia l . The marketing 
programme a t tenpts t o posi t ion a product in to a predet-
ermined niche in the market and necessari ly , campaign 
plannii.g must play i t s par t , altho\:sgh i t i s the consumer 
and not the organisation who will do the f inal pos i t ion ing . 
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Thus the attertpts made by the marketer to d i f f e ren t i a t e 
h is product are only effect ive if the d i f fe ren t i a t ion is 
communicated effect ively in to the Consumer's mind. 
The concept of the product l i f e cycle provides a 
framework for the shaping of a campaign plan i s readiness 
for the changing product, market and conpeti t ive environ-
ment, over the l i f e of the product. Canpaign planning i s 
concerned, by i t s nature, with developing advert is ing to 
match the circumstances of the future, and the use of 
t h i s concept as a guide enables more effect ive, adaptive 
campaigns to be put forward. The genera l i ty of the concept 
i s a weakness since no time scale can be applied with 
innovations. The non-stick pan was a product concept for 
which the l i f e cycle would be more d i f f i c u l t t o forecast 
and thus prepare for, than, perhaps, the l a t e s t model of 
the Ford Cortina. 
Copy design; 
Advertising copy design involves the expression of 
ideas in a message t o the rece ip ient . Before copy be 
writ ten and the ideas t r ans la ted into words, object ives 
must be set tha t are relevant t o the par t icu la r marketing 
s i tua t ion . , I t i s inportant tha t a statement of sa les and 
p rof i t goals in r e l a t i on t o the par t icu lar ta rget markets 
made - once the nerketing goals havebeen set then the 
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communication tasl^s ass igned t o a d v e r t i s i n g may be defined. 
Russe l l H. Col ley has pxifc forward t e n t y p i c a l o b j e c t i v e s : 
1. Create awareness of e x i s t e n c e of product of brand. 
2. Create 'brand image' or favourable emotional d i s p o -
s i t i o n towards t h e bJEand. 
3 . Iirplant information regard ing b e n e f i t s and sxaperior 
f e a t u r e s of the brand. 
4 . Contoat or o f f se t co i rpe t i t ive c l a ims . 
5. Correct f a l s e i rrpression, misinformation and other 
o b s t a c l e s t o s a l e s . 
6. Build f a m i l i a r i t y and easy r e c o g n i t i o n of t h e 
package or t rademark. 
7. Build a corpora te image and favourable a t t i t u d e s 
towards the conpany. 
8 . E s t a b l i s h a ' r e p u t a t i o n p la t fo rm ' for launching 
new brands or product l i n e s , 
9. Reg i s te r a uniqxje s e l l i n g p r o p o s i t i o n on the minds 
of the consumers. 
10. Develop s a l e s l e a d s for salesmen. 
SOME BASIC APPROACHES TO CpPY DESIGN; 
Reason whv: This func t iona l approach t o a d v e r t i s i n g s e t s 
out t o achieve immediate r e s u l t s in a manner a s s o c i a t e d 
with h a r d - s e l l i n g . For a product ca tegory such as spices^ 
do 
an image advertiseipent could show a noted cookbook author 
s t r e s s ing the inportance of using top-ra ted spices; whilst 
a reason-why approach to t h i s product would feature an 
advertisement including a receipt , a \anique b o t t l e shape, 
and a coupon for spice rack. 
Humour; 
There is general agreement in advert is ing c i r c l e s 
tha t humour enhances audience a t tent ion, at leas t on the 
f i r s t few exposxices. However, there i s disagreement as t o 
the degree of message conprehension afforded by huraonous 
communication. For despite the fact that huijiour improves 
a t tent ion, i t may inh ib i t coirprehension and thus reduce 
overall message reception. It has been suggested tha t 
humour provides an atmosphere in which rec ip ien t s are 
unlikely to r e s i s t act ively the a t tenpt at persuasion. 
It must be ren^nbered tha t a humorous appeal must be 
relevant, perceved as funny, and directed at the product 
rather than the user if i t i s to f a c i l i t a t e communication 
acceptance. 
Fear; Considerable research has been carr ied out on the 
use of fear in marketing communications to e l i c i t e a 
desired form of behaviour. The r e s u l t s have shown tha t 
fear producers some effects which are f a c i l i t a t i n g and 
some vhich are inhib i t ing to audience acceptance. 
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Testimonial; This approach t o copy design involves the use 
of well-]<:nown f igures or the 'men in the s t r e e t ' . In attemp-
t ing to simulate personal influence, a process which explain 
ea r l i e r on,consumer behaviour, the marketer i s t ry ing t o 
s t r e s s the kind of people who buy the product, re inforcing 
an^ S broadening where possible the exis t ing image and 
stereotype and users . Acknowledging the fact tha t personal 
influence often flows horizontal ly, the advert iser must 
seek to ensure the acceptabi l i ty of the ' source ' with the 
intended target audience. Sources viewed as au thor i t a t ive , 
trustworthy, r e l i a b l e and so on are l ike ly t o be viewed 
f avoiirably and in turn favourably dispose the audience 
towards the i r messages. 
Choosing the approach; 
iVhen select ing an approach for the advert ising copy 
i t i s inportant tha t i t i s consistent with the overal l s tory 
l i n e . For instance, i t would make l i t t l e sense t o use 
emotional appeals t o sexual i n t e r e s t s to help convey the 
proposit ion that a pa r t i cu l a r ly good quali ty control 
programme jg ^sed in the manufacture of an indus t r ia l 
product. Likewise, the use of a careful ly reasoned reason-
why copy to promote a luxury product with the proposit ion 
tha t every beer-drinker has a r ight t o self-indulgence 
would seem inadvisable. However,this does not mean tha t 
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such an approach would be dooned to failure^ but merely 
tha t the chances of success appear to be small. 
Selection of the creat ive approach; 
Having analysed the cha rac t e r i s t i c s of both the 
market and the product, the advert iser i s in a pos i t ion 
to decide upon the creat ive approach t o be used in the 
advert is ing cairpaign. Very broadly, there are two main 
schools of thought concerning the development of c rea t ive 
appeals: there are those who suggest tha t the po ten t i a l ly 
most successful advertisements are based on the creat ion 
of d i s t i nc t brand image, whilst others argue that success 
i s more l ike ly if enphasis i s placed on developing a 
unique se l l ing proposit ion. In addition to these two 
main theor ies , there are a number of l e s s well-known and 
l e s s frequently used approaches including the iden t i f i ca -
t ion of a product ' s inherent drama. 
The brand image philosophy; The brand image philosophy 
i s derived primarily from the approach to adver t is ing 
conceptualised by David Ogilvy and refers to a l l those 
emotional and aes thet ic qua l i t i es that people associate 
with a brand. Ogilvy c a l l s t h i s the 'conplex synbol' of 
the brand and suggests tha t many adver t i sers make the 
mistake of t rying t o be a n things t o al l people and up 
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vdth a product that has l i t t l e or no persoha i i ty 'wi th " 
which consumers can identify. He argues that an i n f i n i t e l y 
inore worthwhile strategy involves creat ing a personal i ty 
for the prod\x:t in order to conjure up strong images in 
the public mind. Exanpies of adver t isers who have done 
t h i s successfully include Wilkinson Sword with t h e i r razor 
blades^ Rolls Royce with cars, and Marlboro with c i g a r e t t e s . 
Thus in making use of t h i s approach the advert iser endea-
vours to build a fabric of acceptance by creat ing a set 
of favourable images through an associat ion of ideas . 
The development of a d i s t i nc t brand image therefore 
involves finding out what the brand means to the consumer 
and then emphasising the prb<9uct as a means of self-
fulfi lment. Walters and Paul point out tha t there are 
five different concepts of self-image: the real self, 
the ideal self, the self-image, the apparent self and 
the reference grot^ image. The real self i s made UD of 
the ind iv idua l ' s physical and emotional c h a r a c t e r i s t i c s 
and i s ' the t o t a l person as an objective ent i ty*. The 
ideal self represents what the person would l ike to be . 
The indiv idual ' s self-image i s how he sees himself and 
cortbines the rea l and ideal self . The apparent se l f r e fe r s 
to the way in v^ich others see him and therefore has an 
effect on h is eocial in te rac t ions . The reference group 
image i s the way in which the individual perceives 
s ignif icant others seeing him. 
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Walters and Paul suggest tha t much of our behaviour 
i s the r e su l t of an a t tenpt t o enhance or maintain some 
concept of the self and that i s ref lec ted in five main 
pa t te rns of behaviour: 
1. People buy products tha t are consis tent with the i r 
self-image, 
2. They avoid products which confl ic t with the self-
image , 
3 . They buy products which re f lec t an improved self-
image , 
4. They avoid products that represent a departure 
from group norms. 
5. They buy products that r e l a t e favourably t o reference 
groiap. 
The obvious inpl ica t ion of these ideas i s that people 
are l ike ly t o buy a product if they feel thcit i t s image i s 
conpatible with t he i r own image. By recognising t h i s and 
developing a strong and po ten t i a l ly favourable brand image 
through advert is ing, the advert iser i s l i ke ly to enhance 
the performance of h i s product in the market-place. 
Unique se l l ing proposit ion: The development of the almost 
diametr ical ly opposed approach of the se l l ing proposi t ion 
philosophy i s generally a t t r ibuted t o Rosser Reeves who 
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bel ieves that a l l r ea l ly successful advert is ing campaigns 
are based on a product ' s unique se l l ing proposi t ion. Reeves 
suggests tha t the theory of USP i s based on three reasons: 
1. Each advertisement must make a def in i te proposi t ion 
to the consumer; 'buy t h i s product and you will get 
t h i s Specific b e n e f i t ' . 
2. The proposit ion must be unique: i t mxist be one 
that cortpetitors e i ther do not or cannot offer . 
3. The proposit ion must be suf f ic ien t ly strong and 
a t t r a c t i v e t o persuade people to switch from the 
coiTpeting products they are present ly using t o 
your product. 
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ADVERTISING, ADVERTISER-AGENCIES RELATIONSHIP 
NEWTON (Derel? A) , Adver t i s ing agencies s e r v i c e s : Malce or 
buy. J n Harvard Business Review: Adver t i s ing ; Be t t e r 
p lanning , b e t t e r r e s u l t s . Harvard: Harvard Col lege , 1965., T .^ 
107-14,. 
The purpose of t h i s a r t i c l e i s not t o suggest 
g u i d e l i n e s for determining t h e degree t o which an 
agency should or should not becorte involved i n t h e 
marketing a c t i v i t i e s of i t s c l i e n t s . Rather , i t a t t e n p t s 
t o suggest , based on a i i n v e s t i g a t i o n of agency r e l a t i o n -
sh ips i n r i g h t conpanies , c e r t a i n c o n s i d e r a t i o n s t h a t 
marketing execut ives should keep in mind when faced 
with dec i s ions of t h i s n a t u r e . 
SRINIVASAN (FT). Towards inproving Advert iser-Agency 
r e l a t i o n s h i p . Indian Journa l of Marketing. 16, 4 ; 19S5, 
Dec; 23-5, 
This paper examines the maladies a f f l i c t i n g t h e 
a d v e r t i e s e r t h a t f r equen t ly j e o p a r d i s e t h e c l i e n t 
agency r e l a t i o n s h i p and sugges t s s t i i t a b l e remedies . 
Th i s mutual t r u s t ho lds t h e key for permanent and 
harmonious a d v e r t i s e r - agency r e l a t i o n s h i p . 
- , AGENCIES e f f e c t o f MEDIA MIX 
3, BOSTON, Inpac t of scale and media mix on a d v e r t i s i n g 
agency c o s t s . Journa l of Business? 56, 4 ; 1983, Oct; 
4 53-7 5. 
Nonlinear cos t func t ions a r e enployed t o s tudy 
t h e e f f e c t s of s c a l e and c l i e n t media a l l o c a t i o n on 
a d v e r t i s i n g agency Cos t s . Agencies c o s t s seems t o be 
s e n s i t i v e t o the mix of media in which t h e i r c l i e n t s 
a d v e r t i s e . C l i e n t s a d v e r t i s e in media t h a t a r e apparen-
t l y more p r o f i t a b l e for t h e agenc i e s . 
- , AGENCY, AWARD, WINNING, 1989-92 
1. POLONSIOr (Michael Jay) and V L^LER (David S ) . Does winning 
a d v e r t i s i n g awards pay. Jou rna l of Adver t i s ing Research* 
3 5, 1; 1995, Jan-Feb; 25-33. 
This i s undertaken by examining the winner of foxar 
n a t i o n a l a d v e r t i s i n g award both in t o t a l and by media 
t y p e . Thie da ta i s analysed, using a p o r t e d t ime s e r i e s 
and c r o s s - s e c t i o n a l a n a l y s i s of a d v e r t i s i n g agency da ta 
for the pe r iod 1989-9 2. The r e s u l t s i n d i c a t e s t h a t 
a d v e r t i s i n g agency income or b i l l i n g s a r e not e f f ec t ed 
by t h e nuntoerof awards won. Therefore , i t must be 
assumed t h a t a d v e r t i s i n g agencies a re e n t e r i n g award 
programs for non monetary r e a s o n s . 
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-, TALENT 
MAGIERA (Marcy). Madison ave.Vs t i n s e l town: Talent ad 
agenc ies w i l l break new ground, as f r i e n d or foe s . 
Adve r t i s ing Age- 1993, May, 4-6 ; 42 . 
As t a l e n t and ad agency e x e c u t i v e s f e e l t h e i r 
way through dramat ic changes in t l ^ i r b u s i n e s s , two 
s c e n a r i o s are emerging. Ei ther t a l e n t shops and ad 
agenc ies wi l l move forward t o g e t h e r , or they w i l l 
lock in to a high speed c o l l i s i o n cou r se . 
- , ANTIRECESSION T€X)L 
DHALLA (Nariman K) . Adver t i s ing a s an a n t i r e c e s s i o n 
t o o l , I n Harvard Business Review: Adve r t i s i ng :Be t t e r 
p lanning , b e t t e r r e s u l t s . Harvard:Harvard Col lege , 1980, p . 
18 5-9. 
Despi te t h i s c l ea r advantage, a d v e r t i s i n g i s 
r a r e l y used as an a n t i r e c e s s i o n t o o l . Most conpanies 
spend f r ee ly dur ing boom yea r s and prune t h e i r budge ts 
when dark c louds ga ther on t h e hor i zon . Analysis of 
b u s i n e s s cyc l e s , with c o r r e c t i o n s for i n f l a t i o n and 
market growth, co r robora t e s t h a t g e n e r a l i z a t i o n . 
^' 
- , ANTISMDKING Vs CIGARETTE, e f f e c t o n ADOLESCENTS 
7. PECHMANN (Cornetia) and RATNESHWAR (S) . E f f e c t s of 
an t i snok ing and c i g a r e t t e a d v e t t i s i n g on yoxmg a d o l e s c e n t s 
p e r c e p t i o n s of pee r s viho smoke. Jou rna l of Consumer 
Research- 21, 2; 1994, Sep; 236-51. 
The e f f ec t of ant ismoking and c i g a r e t t e a d v e r t i -
s ing on nonsmoking youth p e r c e p t i o n s of a peer vfiio 
smokes. Resu l t suggest t h a t exposure t o t h e antisraoking 
ads made s a l i e n t our seventh grade subjec t , p r e e x i s t i n g 
b e l i e f s t h a t smokers f o o l i s h l y endanger t h e i r h e a l t h 
which r e s u l t e d in even l e s s favourable eva lua t ions of 
the smoker i s common senses and appea l . 
- , APPEAIJ, PROCESSING, MULTIPLE SOURCE, ROLE 
8, MOORE (David J) and REARDoN (Richard) . Source magni f i -
c a t i o n : Role of m u l t i p l e source in the p roces s ing of 
a d v e r t i s i n g appea l s . Jou rna l of Marketing Research-
24, 5; 1987, Nov; 412-7 . 
In t h i s a r t i c l e the author f ind t h e p o l a r i z a t i o n 
of thought and a t t i t u d e s in response t o s t rong ve r sus 
weak arguments t o be g r e a t e r when s u b j e c t s a re exposed 
t o m u l t i p l e massage sources r a t h e r t han t o a s i n g l e 
source . 
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-, APPRAISALS, SELF 
». GHOSAL (Sxibhas) . Self a p p r a i s a l . Adve r t i s ing and Marketing' 
2, 8; 1990, Dec; 60-4. 
Every once in a while the a d v e r t i s i n g i ndus t ry 
f inds i t o b l i g a t o r y t o engage in s e l f a p p r a i s a l . Which 
by i t s e l f i s not a bad t h i n g ; except t h a t we seem t o 
f ee l t h a t un les s t h e a p p r a i s a l i s agonis ing i f i s hollow 
and spec ious . An advert isement has t o f u l f i l two 
func t i ons . F i r s t ad has t o be sold by t h e agency t o 
i t s customer, t he a d v e r t i s e r c l i e n t . And t h e r e a f t e r 
t h a t ad must persuade t h e consumer i n i t s favour what-
ever i t i s o f f e r ing a b e n e f i t v ia a brand or an idea . 
- , APH^ECIATION 
10. KAR ( M i t a l i ) . Growing wicks. Adver t i s ing and Marketing-
4, 9; 1992, Dec; 4 0 - 3 . 
Adver t i s ing c r e a t i v i t y must evoke a response 
t h a t ' s s u r p r i s i n g , yet s tubborn ly i n e v i t a b l e . I t i s 
l i k e a raga . The v o c a l i s t b u i l d s a p a t t e r n of e x p e c t -
a t i o n and at t h e end of t h e s t r a i n . I t i s a combination 
of s u r p r i s e and apprec i a t ion of t h e T igh tness of t h a t 
s u r p r i s e . I t i s so r i g h t t h a t i t l e a v e s with a sense 
of s u r p r i s e and shock. 
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- , as MARKETING TOOL 
11. SHIV KUMAR. Adver t i s ing - a v i t a l marketing t o o l . I n d i a n 
Jou rna l of Marketing* 17, 8; 1987/ Apr; 30-2 
Through a d v e r t i s i n g consioraers l e a r n of t h e e x i s -
t e n c e of products a re successful from t h e mere fac t t h a t 
t hey are a d v e r t i s e d . Producer t r y t o de termine what 
people want, make t h e i t em and then a d v e r t i s e i t 
a v a i l a b i l i t y . The oppos i t e sequence of t r y i n g through 
a d v e r t i s i n g t o get people t o want what i s be ing made 
does not work o u t . Consumer sovere ignty e x e r c i s e i t s 
veto power r e a d i l y and f r equen t ly . 
-, ATTITUDE, EFFiXin' 
12. BERGER (Ida E) and MICHELL (Andrew A) . Effe-ct of adver -
t i s i n g on a t t i t u d e , a s s e s s i b i l i t y , a t t i t u d e conf idence , 
and the a t t i t u d e - b e h a v i o r r e l a t i o n s h i p . Jou rna l of 
Consumer Research* 16, 3; 1989, Dec; 269-79. 
The inf luence of a d v e r t i s i n g r e p e t i t i o n on 
severa l non-eva lua t ive dimensions of a t t i t u d e s and t h e 
s t r e n g t h of t h e r e l a t i o n s h i p between a t t i t u d e s and 
behavior a r e examined. The r e s u l t i n d i c a t e t h a t a t t i t u d e s 
and behavior are examined. The r e s u l t i n d i c a t e t h a t 
a t t i t u d e s formed o n ' t h e b a s i s of d i r e c t eip^iri^nce in 
t h a t they a re more a s s e s s i b l e from raenory hold with the 
more confidence and are more p r e d i c t i v e of subsequent 
behavior than a re a t t i t u d e s based on a s i n g l e ad 
J / 
- , AUDIENCE, INVOLVEMENT 
13, GREENWALD (Anthony G) and LEAVITT (Clark) . Audience 
involvement i n a d v e r t i s i n g . Jou rna l of Consumer Research* 
11, 2; 1984, June ; 581-92. 
The e f f e c t i v e n e s s of a d v e t t i s i n g messages i s 
widely be l i eved t o be moderated by audience involvement. 
In t h i s paper psycholog ica l t h e o r i e s and a t t e n t i o n and 
l e v e l s of process ing a r e used t o e s t a b l i s h a framework 
t h a t can accommodate t h e major consumer behavior t h e o r i e s 
of audience involvement. 
- , AWARD-WINNING, SURVEY, CLIENTS 
14. PANDE (Bhanu) . I t does too: Does award-winning adver t i -
sing r ea l ly s e l l , c l ien t suspect iwt. Advettising and 
Marketing- 6, 21; 199 5, Jan; 57-60. 
Advertising and marketing presents the r e su l t 
of a global sxarvey on the p l a t t e r . If i t was answered 
there has been a fashionable ending l ine in adbriefs 
from c l i e n t s who firmly bel ieve tha t se l l ing and en te r -
ta in ing are two separate th ings . 
y > 
- , BACKGROXMD MUSIC, EFFECT 
15. KELLARIS (J ames J) and Cox (Anttony D) , E f f e c t s of back-
ground music in a d v e r t i s i n g : Reassessment. J o u r n a l of 
Consumer Research* 16, 1; 1989, June- 113-8. 
The e f f e c t s of background music in a d v e r t i s i n g has 
spurred a s i g n i f i c a n t controversy and i n s p i r e d v igorous 
i n t e r e s t in t h e t o p i c . The f ind ings show t h a t t h e r e was 
no evidence t h a t product p r e f e r ences can be c o r ^ i t i o n e d 
through a s i n g l e exposure t o appeal ing or ijinappeaiing 
music. 
- , BRAND, ATTITODE, EVALUATION 
.6. GARDNER (Meryl Paula) . Does a t t i t u d e towards t h e ad 
a f f ec t brand a t t i t u d e under a brand e v a l u a t i o n s e t . 
J o u r n a l of Marketing Research 22, 1; 198 5, May; 19 2-8 . 
The r e s u l t of an experiment examining t h e use of 
a t t i t u d e toward the ad and brand - r e l a t e d b e l i e f s in 
brand a t t i t u d e fermation under two d i f f e r e n t p rocess ing 
' s e t s ' brand eva lua t ion and nonbrand eva lua t i on a re 
r e p o r t e d , f inding suggested t h a t a t t i t u d e s toward t h e 
adver t i sement a f f ec t a t t i t u d e toward the a d v e r t i s e d 
brand a s much under a brand eva lua t i on s e t as under 
a nonbrand eva lua t ion s e t . 
:i.i 
- , - , PURCHASE, IMPACT 
17. TELLIS (©erard) . Adver t i s ing exposure, l o y a l t y and brand 
purchase : Two stage model of cho ice . Journa l of Marketing 
Research ' 25, 1; 1988, May; 134-44, 
Th9 e f f ec t of a d v e r t i s i n g i s gene ra l l y non l inear 
and i t s irrpact on volume purchased i s mediated by brand 
l o y a l t y . Adver t i s ing seems t o r e i n f o r c e p re fe rence for 
c u r r e n t brands r a t h e r t h a t s t imu la t e brand swi tch ing . 
However, f e a t u r e s , d i s p l a y s and e s p e c i a l l y p r i c e have 
a s t ronger irrpact on response t h a t does a d v e r t i s i n g , 
- , BRANDING STRATEGIES, EFFECT 
18. SHEKHAR (V) and BALAJi (u) - Branding s t r a t e g i e s in I n d i a . 
Indian Jou rna l of Marketing* 18, 5-7; 1988, Jan-Mar; 13-6. 
In t h i s paper we enumerate and e v a l u a t e t h e major 
branding s t r a t e g i e s followed by t h e Indian packaged goods 
i n d u s t r y . Consumers confusion and i m i t a t i o n , two i n p o r t a n t 
problems which e f f e c t branding are d i s c u s s e d . Some r e l a -
t i o n s h i p between i m i t a t i o n and f a c t o r s such as the n a t u r e 
of p roduc t s , s i z e of manufactures a r e hypo thes i sed . 
UiJ 
-, BRANDS, TARGET, EXISTING CUSTOMERS 
19. WELLS (Melanie) . Brand ads should t a r g e t e x i s t i n g cxistomers. 
Adve r t i s i ng Age- 1993, Apr, 26; 47 . 
The long-he ld no t ion t h a t pursuing new consumers i s 
key t o brand b u i l d i n g has been debun2sed as the l o s t , r e s o r t 
for growth. The primary and more p r o f i t a b l e value of 
a d v e r t i s i n g i s r e i n f o r c i n g brand value t o e x i s t i n g 
consumers. Adver t is ing can not go on t r y i n g t o b r i n g in 
new customers t o r e p l a c e an i nc r ea s ing percentage of 
l e s s loya l customers , 
- , - , QUALITY, PERCEPTION, CONSUMER 
20, SETH (Suhel ) . Advantage, customer. Adver t i s ing and Marketing' 
7, 10; 1995, Aug; 23-4. 
The t a s k of t h e brand manager i s t o manage t he se 
r e l a t i o n s h i p f l u c t u a t i o n s t o use every \ o p p o r t u n i t y t o 
s t r eng then them in a manner t h e consumer i s most comfor-
t a b l e With. Much has been w r i t t e n on r e l a t i o n s h i p marke-
t i n g and a l so inc lude on managing t h e equ i ty t h e r e l a -
t i o n s h i p excedes . I t i s not about customer a lone but 
about t h e managing t h e cus tomer ' s pe r cep t i ons and h i s 
d e f i n i t i o n of b rand ' s e q u i t y . 
i u i 
- , BUDGET, FIRMS, ATTITUDE, IMPACT 
21. LEE (Don Y) . Inpac t of f i r m ' s r i s k - t a k i n g a t t i t u d e s on 
a d v e r t i s i n g budget . J o u r n a l of Business Research* 31, 2 -3 ; 
1994, Oct-Nov; 247-56. 
Th i s study i n v e s t i g a t e d a hypo thes i s t h a t a f i r m ' s 
a d v e r t i s i n g budget i s an inc reas ing func t ion of i t s r i s k -
t ak ing a t t i t u d e r e s u l t i n g from i t s r e a l i z e d poor performance. 
- , CAMPAIGNS 
22. LEVIN (Gary) . Ad cartpaigns mul t ip ly a t b i g account ing 
f i r m s . Adver t i s ing Age- 1993, Oct, 11; 10. 
Big 6 accoxinting firms, never known for f l e s h or 
panache, a r e i nc reas ing ly txirning t o g l i t z y a d v e r t i s i n g 
in a b id t o s tand ottt amid a widening a r ray of competi-
t o r s . Unt i l r e cen t l y / most accotints have shunned ad 
campaign, j o i n i n g t h e ranks of such ad-averse p r o f e s s -
i o n a l s as lawyers and f a c t o r s , 
- , - , AUDIO SYSTEMS, PHILIPS, POlflERHOUSE, CASE STUDY 
23. PISHARODY (Ravi) , Plugged in r i g h t . Business India-
440; 1995, Jan-Feb; 126. 
Contract a d v e r t i s i n g ' s b r i e f was simple t o c r e a t e 
a market for t he p roduc t . Two t h i n g s Worked fo r power-
house cont inuous developing of t h e product and good 
iUJ 
a d v e r t i s i n g . The market sha re of power house a t aroxind 
60 pe rcen t of the Rs 170 c r o r e midi segment and between 
10 and 12 percent of t h e began t o r i d e piggy back on 
t h e midi wave, a p r i c e war began. 
- , - , BRAND, IMPACT 
24. KEON (John W). Product p o s i t i o n i n g : TRINODAL mapping of 
brand images, ad images and consumer p r e f e r e n c e . Jou rna l 
of Marketing Research- 20, 3; 1983, Nov; 380-9 2. 
I t new mult idimensional s ca l ing r o u t i n e i s 
in t roduced which i s p a r t i c u l a r l y a p p r o p r i a t e for monitor ing 
and a s s e s s i n g t h e r e p o s i t i o n i n g inpac t of a new a d v e r t i s e -
ment carrpaign on i t s brand. 
- , CADBURY'S, DAIRYMILK, OGILVY & MATHER CAMPAIGN, 
CHOCOLATE 
25. KOHLI (Venita) . True t o l i f e : S t r a t e g i c and c r e a t i v e 
a d v e r t i s i n g of recen t t ime . Adver t i s ing and Marketing* 
6, 2; 1994, Apr; 64-5 . 
The recen t pas t has seen a d v e r t i s i n g agencies 
t u r n i n g t o l i f e for ideas and for t h e c r u c i a l element 
of r e a l i t y which only l i f e has c rea ted by t h e Ogilvy 
and Mather ioScl^ t he new Cadbury as Dairy Milk canpaign 
f l a s h e s ac ros s happy ye t paigraent images, q y i t e amazing 
in t h e i r c l o senes s t o l i f e . 
lUJ 
- , - , CHOCOLATES, CADBURY, TQM, CASE STUDY 
26. ABRAHAM ( S a r a h ) . F i v e s t a r e d g e . B u s i n e s s I n d i a * 4 4 1 ; 
1995, J a n - Feb; 173. 
Cadbury I n d i a I s Improv ing i t s market e d g e t h r o u g h 
I n n o v a t i o n o n t h e s h o p f l o o r . T o t a l q u a l i t y management, 
c o s t - c u t t i n g , improved t e c h n o l o g y , Cadbury I n d i a , t h e 
l e a d e r i n t h e C h o c o l a t e market i s e n s u r i n g t h a t i t 
r e t a i n s t h a t p o s i t i o n . 
- , - , HOLI DAY RESORTS, STERLING, CASE STUDY 
27 . RAMANATHAN. S t e r l i n g p e r f o r m a n c e : S t e r l i n g hKDliday r e s o r t s . 
F o r t u n e I n d i a - 13, 17; 199 5, J u l y ; 24- 6 . 
S t e r l i n g h o l i d a y r e s o r t s , who poineej red t h e c o n c e p t 
of t i m e s h a r e h o l i d a y s i n I n d i a i s a l s o t h e wor ld l a r g e s t 
t i m e s h a r e s e l l e r . But t h e company does not i n t e n d t o 
t a k e t i m e o f f . Time s h a r i n g r e s o r t s ( t h e marke t f o r which 
h a s been e x p l o r e d ma in ly by two c o n p a n i e s , SHRIL and 
Daimia R e s o r t s ) h a s s e v e r a l a d v a n t a g e s ove r s t a r h o t e l s . 
- , - , CARS, MARUTI, CASE STUDY 
28, KHATTAR ( J a g d i ^ ) . Making f r e s h t r a c k s . A d v e r t i s i n g and 
Marke t ing* 7, 10; 199 5, Aug; 8 0 - 4 . 
The b l a z e of economic r e f o r m s spa rked o f f by a 
t r i n i t y of f o r c e s v i z . l i b e r a l i s a t i o n , d e r e g u l a t i o n and 
d e l i c e a s i n g have u n s h e r e d in a new e r a i n t o t h e r e a l m 
l U i 
of t h e Indian car i n d u s t r y . With compet i t ion h o t t i n g UD 
in the Indian car market . Maruti i s gea r ing i t s e l f up 
t o face t h e cha l lenges thrown t o i t . The p ^ i n e e r s in 
t h e Indian car market t h i s i s one company t h e t has made 
i t s share of contr ibxi t ion memorable. 
-,-, COFFEE NESTLE, CAPPU, CAPPUCCINO 
29. MAUCHER (Herman). N e s t l e s ' brand b u i l d i n g machine. 
Business Today 1994^ RQV, 7-21; 156-61. 
Frozen Squid t e n t a c l e s and Nescafe Cappuccino. 
If s e l l i n g in t h e developing world sounds l i k e a j ob 
for a man and a donkey. I t ' s t ime t o have a look a t 
what ' s happening a t Nes t l e the wor ld ' s b i g g e s t branded 
food company. After decades of p lodding along as a 
m u l t i n a t i o n a l Purveyor of coffee, chocolate^ and milk 
Nes t le i s blossoming in t o a brand f r anch i s machine, 
a l b e i t with a d i f f e rence , i t ' s a g lobal corrpany l i v i n g 
mostly on l o c a l brand. 
-,-, COMPACT DISC, PLAYERS 
30. JAYASHANKAR (Mitu), GALA (Bakul) and PANDE (Bhanu) . 
Spin t o reckon wi th : Compact d i s c p l a y e r . Adver t i s ing 
and Marketing* 7, 3; 199 5, May; 64-7 . 
The compact d i s c (CD) p l aye r market i n Ind ia has 
iu;) 
been cranped by high p r i c e and t h e consumer 's low s e n s i -
t i v i t y t o q u a l i t y so land. There i s a i n d i c a t i o n t h a t t h e 
p r i c e s of conpact d i s c s w i l l drog sharp ly in the f u t u r e . 
And when t h a t happens, t h e CD p laye r market wi l l c e r t a i n l y 
boom. 
-, OTCEI, CASE STUDY 
3 1 . PANIA (Tushar) . Vfeoing t h e small man. Business India* 
438; 199 5, Dec-Jan; 229. 
(OTCEl) over t h e t h e counter exchange of Ind ia i s 
now making waves with an aggress ive a d v e r t i s i n g canpaign. 
This has promoted OTCEi t o launch an a d v e r t i s i n g campaign 
t o Woo the small i n v e s t o r . This wi l l be of immense 
b e n e f i t t o t h e small shareholder \*io i s looking for a 
f ixed r e t u r n but wants t o pick up a small number of 
debenture . 
- , CIGARETTE, BAN, GOVERNMENT 
3 2. RAMNATH (Padraa) . Huffing over puf f ing : Government's p lan 
t o ban c i g a r e t t e a d v e r t i s i n g has c r e a t e d a h a r n e t ' s 
ne s t of con t roversy . Business India* 419; 1994, Mar; 
28- ; ^ r i l 10; 107. 
C i g a r e t t e smoking wi l l be l e s s i n j u r i o u s t o our 
h e a l t h for the h e a l t h min i s t ry proposes to ban a l l 
iUo 
tobacco r e l a t e d a d v e r t i s i n g . All form of tobacco adver-
t i sement a re t o be banded and s t a t u t o r y warnings on 
packs wi l l have t o be mul t i l i ngua land prominent . Vferld-
wide i t has been proved t h a t banning a d v e r t i s i n g has 
no impact on c i g a r e t t e consuttption. The only r e s u l t i s 
t h a t t h e consumer becomes l e s s aware of cho ices . 
- , CLIENTS 
33 , DESOUZA IlLynn) . Tasty la^rsel : Hore and more a d v e r t i s e r 
a r e t r y i n g to cut t h e i r agency out of media buying. 
Adver t i s ing and Marketing* 6, 23; 199 5, Mar; 31-2 . 
The o v e r a l l mood seems t o be cut out t he a d v e r t i -
s ing agency, s e l l media d i r e c t t o c l i e n t s s i nce they 
t a k e quick dec i s ions don ' t s i t on payments and d o n ' t 
ask too/ many s i l l y ques t ions , A ques t ion of commission 
i s the l i t t l e of t h e hypo the t i ca l case study used t o 
open up, t h e pandoras ' s box of a d v e r t i s i n g agency 
compensation and media commissions. 
- , COMMUNICATION 
34. RAYMOND (Charles K). Must a d v e r t i s i n g communicate t o 
s e l l . 2ll Harvard Business Review: Adve r t i s i ng : Be t t e r 
p lanning , b e t t e r r e s u l t s . Harvard: Harvard Col lege, 
196 5-p. 55-65. 
Today, a d v e r t i s i n g has l a r g e l y r ep l aced salesmen 
lu/ 
or d i r e c t mail as t h e chief inar]<eting fo rce , v i r t u a l l y 
no l a r g e manufacture knows how much of i t s p r o f i t was 
caused by h i s a d v e r t i s i n g . Adver t i s ing i s gene ra l l y 
eva lua ted on i t s a b i l i t y t o c r e a t s awareness, t each s a l e s 
p o i n t s , change a t t i t u d e s , or o therwise conmunicate, 
- , COMPARATIVE, EFFECTS 
35 . CORN (Gerald J) and WEINBERG (Charles B) . Impact of 
comparat ive a d v e r t i s i n g on pe rcep t ion and a t t i t u d e : 
Some p o s i t i v e f i n d i n g . Journa l pf Consumer Research-
11, 4; 1984, Sep; 719-27. 
The e f f e c t s of comparative versus non conpara t ive 
a d v e r t i s i n g were t e s t e d in an exper imenta l across t h r e e 
product c a t e g o r i e s ( c i g a r e t t e s , golf b a i l , t oo thpas t e s ) . 
A s e r i e s of dependent v a r i a b l e s - p e r c e p t i o n s , a t t i t u d e s 
and c o g n i t i v e response t o t h e ads were i n v e s t i g a t e d . 
36. ROSE (Randall L) , MINlARD (Paul W) , When persuas ion 
goes undetec ted: Case of comparative a d v e r t i s i n g . J o u r n a l 
of Marketing Research- 30, 3; 1993, Aug; 315-30. 
One explana t ion explored in t h i s r e s e a r c h i s t h a t 
t h e measvire cormonly used for a s ses s ing t h e p e r s u a s i v e 
impact of comparative a d v e r t i s i n g are l i m i t e d in t h e i r 
a b i l i t y t o capture the unique e t t e c t s t h a t may a r i s e 
l u , 
trotn t h i s type of a d v e r t i s i n g , l ^ a s u r e s t h a t cap tu re 
r e l a t i v e impressions of t h e a d v e r t i s e d and comparison 
brand are found t o be far more s e n s i t i v e in d e t e c t i n g 
pe r suas ion e f f e c t s of comparative a d v e r t i s i n g . 
- , COMPETITION, NON PRICE, STRATEGY 
37. VERMA (Harsh V) and VERMA (DPS). Why so much non -p r i ce 
c o n p e t i t i o n . Indian Journa l of Marketing* 16, 4; 1995, 
Dec; 26-8, 
This paper i s intended t o analyse t h e reason for 
an increased enphasis on non-pr ice compet i t ion in t h e 
o v e r a l l market s t r a t e g y . I t attempt to maximize p r o f i t 
and market share , f i rm use a v a r i e t y of compet i t ive 
t o o l s . These a r e concerned with the p r i c e compet i t ion 
and non-pr ice compet i t ion . These inc lude a d v e r t i s i n g 
and s a l e s promit ion irrproved. 
- , COMPETITIVE, EFFECT 
38. UNKAVA (Rao H) and SiRDESHMUKH (Deepak). Reducing 
compet i t ive 5^ - i n t e r f e r e n c e . Journa l of Marketing 
Research ' 31 , 4; 1994, Aug; 40 3-11. 
The authors use t h e encoding v a r i a b i l i t y hypo thes i s 
t o develop two approaches t o counter t h e de t r imen ta l 
i i i j 
e f f e c t of c o n p e t l t i v e a d v e r t i s i n g . In t h e f i r s t experiment 
t h e use of varying ad execution i s shown t o he lp r e s i s t 
compet i t ive a d v e r t i s i n g b e t t e r than r e p e a t i n g t h e same 
e x e c u t i o n s . In second experiment, changing t h e modal i ty 
of t a r g e t a d v e r t i s i n g t o be d i f f e r e n t from t h e modal i ty 
of compet i t ive a d v e r t i s i n g i s shown t o reduce i n t e r -
ference e f f e c t s . 
- , - , MARKET 
39. ALMEIDA (Merle) . Making t h e market move. Business I n d i a ' 
438; 199 5, Dec-Jan; 134. 
Adver t i s ing works i s bound t o becomes in t ime, t h e 
i n d u s t r y ' s rrost important borometer of e f f e c t i v e n e s s . In 
i n c r e a s i n g l y compet i t ive markets, t h e r e i s only one 
gauge of success , 
- , COMELKXITIES, USERS 
40. LESCOTT (Char les ) . Users of a d v e r t i s i n g . In Church i l l 
(Gi lbe r t A), Ed. Adver t i s ing theory and p r a c t i c e . Home-
wood, Richard D Irwin, 1983'p47-71. 
In t h i s chapter t h e author has at tempted to o u t l i n e 
some of t h e compilexities of t h e use r s of a d v e r t i s i n g . I t 
i s by no means a conple te account ing and does not begun 
t o touch upon a l l t h e seemingly i n f i n i t e combination of 
ix . ) 
s t r a t e g i e s , t echn iques and verbal and non-verbal syittool 
wi th in each of t h e s e c a t e g o r i e s . I t does however r e p r e s e n t 
a useful framework from which t o begin t o unders tand, 
r a t h e r than overs impl i fy . 
- , COMPUrER SOFTVJARE, WINDOWS 9 5, CASE STUDY 
4 1 , RAMAN (Rakesh). Window p a i n s : Cover r e p o r t . Adve r t i s i ng 
and Marketing. 7, 10; 1995, Aug; 38-4 2. 
Hype i s wonderful marketing t o o l . I t hfes worked 
Worldwide for micro s o f t ' s much a n t i c i p a t e d o p e r a t i n g 
system. Window 9 5. But marketing in Ind ia won't be easy, 
Indian u se r s has a far l e s s powerful mafhine. Th i s p u t s 
i t out of reach of mast Ind ian u s e r s . Windows 95 delay 
i s asc r ibed to i t s d e s i r e t o get t h i n g s a b s o l u t e l y 
r i g h t . Many users wi l l l e g a l i s e t h e i r MS DOS and Windows 
copies by r e p l a c i n g thero with windows 9 5. Sfe WindDWS 95 
i s bound to success in Ind ia , 
- , CONSUMER, ATTITUDES 
42. RAUT (Kishore Chandra) . Consumer's a t t i t u d e s towards 
a d v e r t i s i n g . Indian »gournai of Marketing. 28, 2-4; 1987, 
Oct-Dec; 13-8. 
This has been a widespread f e e l i n g t h a t a d v e r t i s i n g 
as a form of communication a re meant to e x p l o i t t h e 
lii 
consumers. Adver t i s ing i s of ten c r i t i c i s e d as be ing 
g e n e r a l l y p r o f i t - o r i e n t e d and b u s i n e s s houses a r e 
l a b e l l e d a s marlceting sharks who a r e developing and 
p e r f e c t i n g techniques to defraud customers through 
mis leading adve r t i s emen t s . 
- , - , IMPACT 
4 3 . GRAYSER (Stephen A) and REEGE (Bonnie B) . Businessmen 
look hard at a d v e r t i s i n g . 1^ Harvard Business Review: 
Adver t i s ing : Be t t e r p l a n n i n g , b e t t e r r e s u l t s . Harvard: 
Harvard Col lege, 1971. p . 141-53. 
vtiile s t i l l r e s p e c t i n g a d v e r t i s i n g as a s e l l i n g 
t o o l , businessmen a re i n c r e a s i n g l y uneasy about o t h e r 
aspect such as i t s t r u t h f u l n e s s and s o c i a l impact. Th i s 
i s a p r i n c i p a l f i nd ing of a survey of HBR s i± i sc r ibe r s . 
Their views on a d v e r t i s i n g i s power, r e s p o n s i b i l i t i e s , 
e t h i c s , in f luence on consumers and need for r e g u l a t i o n 
a r e thought provoking, e s p e c i a l l y when compared with a 
s i m i l a r HBR study made in 1962. 
- , - , PRICE, SENSITIVITY, EFFECT 
44 . KRlSHNAMURTHI (Lakshraan) and RAJ (SP) . Effect of 
a d v e r t i s i n g on consuner p r i c e s e n s i t i v i t y . Jou rna l of 
Marketing Research. 22, 1; 1985, May; 119-29. 
The author i n v e s t i g a t e how increased a d v e r t i s i n g 
Hi! 
e f f e c t s consumer p r i c e s e n s i t i v i t y . A conceptual 
framework i n t e g r a t i n g t h e r o l e of a d v e r t i s i n g 
con ten t i s p re sen ted . And a methodology for s tudy ing t h e 
impact of a d v e r t i s i n g on consumer p r i c e s e n s i t i v i t y t o 
brand purchase quan t i ty and consumption i s developed. 
- , - , PROCESSES and EFFECT 
45 . SMITH (Robert E) . I n t e g r a t i n g information from a d v e r t i s i n g 
and t r i a l ; Processes and e f f e c t s cm consxamer response t o 
product informat ion. Journa l of Marketing Research. 30, 4; 
1993, May; 204-19. 
Information i n t e g r a t i o n t heo ry and i n t e g r a t e d 
informat ion response model a r e use to exp lo re how con-
sumers combine information from a d v e r t i s i n g and t r i a l . 
Also i n v e s t i g a t e d i s t he a b i l i t y t o t h e a t t i t u d e toward 
t h e ad to mediate a d v e r t i s i n g ' s e f f e c t s on brand 
c o n g r i t i o n s and brand a t t i t u d e a f t e r t r i a l , 
- , - , PRODUCT, TV PROGRAMMING, FILM' BIAS 
46 . DESOUZA (Lynn) . Film and f a r e : Examines the f i l m i b i a s 
in TV programming, and what i t impl ies for t h e consumer 
product a d v e r t i s e r . Adver t i s ing of Marketing. 5, 9; 1993, 
Dec; 137-9. 
Adver t i s ing in India have t r a d i t i o n a l l y sij^jported 
tvto programme types considered to be audience g u a r a n t o r s 
iij 
The f i lm based programmes t h a t used t o gene ra t e 70 pe rcen t 
v iewership and tvjo con t inu ing drama which enjoyed upwards 
of 90 percent v iewership in t h e 80s . 
- , - , RESPONSES 
47. HOLBROOK (Morris B) and BATRA (Rajeev) . Assess ing t h e 
r o l e of emotions as mediators of consumer responses t o 
a d v e r t i s i n g . Jou rna l of Consumer Research. 14, 5; 1987, 
Dec; 404-20. 
This paper pursues t h e emerging i n t e r e s t in 
emotional aspect of consumer behavior , advocates a b road-
ened view of consumption r e l a t e d emotions and focuses 
on t h e j.QXe'^^®™^''^^^"^ ^^ mediat ing t h e e f f e c t s of 
a d v e r t i s i n g . 
- , COOPERATIVE, PRODUCT 
48 . DUTTA (Shantanu)& BERGEN (MarX) . V a r i a t i o n s in t h e c o n t r a -
c t u a l te rms of coopera t ive a d v e r t i s i n g c o n t r a c t s : ^ 
empi r ica l i n v e s t i g a t i o n . Marketing L e t t e r s . 199 5, Jan , 
6, 1; 15-22. 
Cooperat ive a d v e r t i s i n g arrangement between manufac-
t u r e r s and r e s e l l e r s con ta in two p r i n c i p l e s components in 
t h e i r payment schedules : a p a r t i c i p a t i o n r a t e and an 
accrua l r a t e . We analyze 2, 156 coopera t ive a d v e r t i s i n g 
i i ' f 
p l a n s t o sep how they vary across consumer and i n d u s t r i a l 
p roduc t s a s well as between convenience and nonconvenience 
consuner p roduc t s , 
-^ COPY TESTING, MET HDDS 
49. OSTLUND (Lyman E) and CLANCY (Kevin) . Copy t e s t i n g methods 
and measures favoured by top ad agency and a d v e r t i s i n g 
e x e c u t i v e s . Jxx Berkman (Harold Vt), E^, Reading in market ing 
management. Bottbay, Himalaya Pub. House, 1987. p . 239-51. 
The product ca tegory ditemy. v a r i a b l e s might merely 
r e f l e c t t h e in f luence of a few major a d v e r t i s e r s on t h e 
h i s t o r y of copy t e s t i n g in p a r t i c u l a r product c a t e g o r i e s , 
t y p e s of t a r g e t audience l eng th of r epea t purchase cyc les 
a s well a s s t r u c t u r e of t h e commercial used by t h e 
a d v e r t i s e r in the a d v e r t i s i n g wi th in t h e product ca t ego ry . 
- , CREATIVITY 
50. LAHIRI (Monoji t ) . C r e a t i v i t y : Seduction and showbiz. 
Adve r t i s ing and Marketing. 7, 1; 1995, Apr; 28-9. 
Adver t i s ing i s t he pub l i c face, of marketing, i t s 
dynamic and most v i s i b l e man i fe s t a t ion . There a re few 
t h i n g s more rewarding than c r e a t i n g or viewing ads t h a t 
e n t e r t a i n , e x c i t e , inform, nfov$, cha l l enge , i n v i t e and 
even warm, while d e l i v e r i n g the goods. But i t needs 
i i w 
chutzpah and t h e a b i l i t y t o go beyond c l i c k e s t o 
t h e very hea r t of i n s i g h t , p ronot ing t h e t a r g e t t o 
cut o u t t he b labber and j u s t go for i t . 
51. SRIDHAR (R) . C rea t ive cloxit. Adver t i s ing and Mar]<etinq. 
3, 9; 1992, Feb; 24-5. 
Adver t i s ing work i s c r e a t i v e which makes i t works. 
This l ead t h a t t h e b a s i c r u l e s for producing g rea t adver -
t i s i n g do not change. Great a d v e r t i s i n g i s produced by 
a s i n g l e minded p ropos i t i on which comes a l i v e in a 
compell ing way. In a d v e r t i s i n g t h e r e are no readyraade 
s o l u t i o n s . Rejected l ayou t s , ideas from prev ious agenc ies , 
need not n e c e s s a r i l y be r ecyc led . New problem need new 
s o l u t i o n s . And the s o l u t i o n s a r e requi red now. 
- , - , PERSONNEL 
52. CHERIAN (Tarun). Take off or break off . Adver t i s ing and 
Market ing. 7, 5; 1995, June? 22-3 . 
In t h i s a r t i c l e t h e author r evea l t h a t t h e average 
Indian ad man, infamous forcbning fo re ign ads, i s 
adequate ly capable of s e t t i n g h i s own s t anda rds world-
wide. 
l l o 
- , CRITICISM, SOCIAL IMPACT 
53. GRAYSER (Stephen A) . Adve r t i s ing : A t t a c k s and c o u n t e r s . 
In Harvard Business Review: Adve r t i s ing : B e t t e r p lann ing , 
b e t t e r r e s u l t s . Harvard: Harvard Col lege, 1972. p . 132-40. 
Here i s an adapted and augmented v e r s i o n of t h i s 
a u t h o r ' s recent tes t imony t o t h e Federal Trade Commission. 
In i t he t r i e s t o put r ecen t c r i t i c i s m of a d v e r t i s i n g ' s 
soc ia l impact i n to h i s t o r i c a l p e r s p e c t i v e , p r o v i d e s a 
s t ruc t ixre for cons ider ing s o c i a l i s sues in a d v e r t i s i n g , 
analyzes some of t h e key c u r r e n t i s s u e s , and a genera l 
exp lana t ions of misunderstandings about a d v e r t i s i n g as 
power and how i t works, and exp loses the i r rp l i ca t ion of 
Soc ia l i s s u e s for a d v e r t i s i n g . 
- , CUSTOMER MARKET 
54. SiBLY (Hugh). Adver t i s ing in customer markets . S c o t t i s h 
Jou rna l of P o l i t i c a l Economy. 42.1? 199 5, Feb; 66-80 . 
Th i s paper has p resen ted a two per iod model of a 
f i rm in a customer market . I t h a s been demonstrated t h a t 
t h e important r e s u l t o b t a i n from t h e cont inuous t ime 
model in s i b l y (1992a) hold for t h e two pe r iod model. 
In p a r t i c u l a r , in t h e two per iod model t h e r e i s a range 
of demand or cos t of shocks over which t h e f i rm no 
l i 
i n c e n t i v e t o change p r i c e . If a shock i s s u f f i c i e n t l y 
l a rge t h a t i t de r ives the firm ovt of t h i s e q u i l i b r i u m 
r ange . I f a a shock i s s u f f i c i e n t l y l a rge t h a t de r ives 
the f i rm out of t h i s e q u i l i b r i u m range . I t has been 
demanstrated t h a t t h e f i rm wi l l ad jus t p r i c e i n pe r iod 
1 and wi l l maintain t h a t p r i c e in pe r i od 2. That i s t h e 
f i r m ' s p r i c e i s cons tan t over t ime . 
- , DISSONANCE, CONGNATIVE, EMP.1RICAL STUDY 
55, DOGRA (Balram S) . Congnative dissonance and r o l e of 
a d v e r t i s i n g : E n p i r i c a l s tudy. Indian Journa l of Marketing. 
17, 1; 1986, Sep; 7-12, 
I t i s design t o expla in and p r e d i c t p o s t - d e c i s i o n 
behav io r . From the s tand po in t of consumer behavior and 
of consxamption s p e c i f i c a l l y , i t i s s i g n i f i c a n t t h a t 
cognat ive dissonance r e s u l t . In need, s t a t e , gene ra te s , 
wants and i s mot iva t ing . I t wi l l give r i s e t o a c t i v i t y 
o r iSn ted towards reducing or e l imina t ing d i ssonance . 
The consumer under takes t o remove t h e doubtes and how 
for advertisSroent i s helpful in removing the dox±)ts 
and avoiding f ee l ing of d i ssonance . 
li.^ 
- , EFFECT, CHILDREN 
56. MALHOTRA (Sadhna), A t t i t u d e s and op in ions abottt adver-
t i s i n g . Indian Managements 33, 8; 1994, Aug; 4 0 - 5 . 
Adver t i s ing , an i npo r t an t s o c i a l phenomenon, 
s t i m u l a t e s consunption and economic a c t i v i t y and shape 
l e f t s t y l e s . Adver t i s ing has becomes such a l a r g e p a r t 
of our l i v e s t h a t every day, consumers a r e confronted 
with s u b s t a n t i a l doses of i t in mu l t i p l e media. As a 
r e s u l t everyone seems to hold an opin ion about a d v e r t i -
s ing ranging from amusement and admira t ion t o cynicism 
and condemnation. Consumers fear cover t manipula t ion and 
of ten conpla in about b a n a l i t , sexira and i t s unheal thy 
in f luence an c h i l d r e n . 
- , - , CUE COMPATIBILITY, COMMUNICATION 
57. KELLER (Kevin Lane) . Cue c o m p a t i b i l i t y and framing in 
a d v e r t i s i n g . Journa l of Marketing Research. 28, 2 ; 1991, 
Feb; 4 2-57. 
Finding from a l abo ra to ry experiment support t h r e e 
r e s e a r c h p o s i t i o n s on how process ing goa l s a t ad exposure 
and r e t i r e v a l cues in t h e brand dec i s ion environment 
e f f ec t r e c a l l of communication e f f e c t s and ad an brand 
judgement. 
l i . J 
- , EFFECTIVENESS, iOTTlTUDE, ROLE 
58, LUTZ (Richard J) and BELCH (George E) . Role of a t t i t u d e 
towards t h e ad as a mediator of a d v e r t i s i n g e f f e c t i v e n e s s ; 
Test of conpet ing e x p l a n a t i o n s . Journa l of Marketing 
Research. 23, 1; 1986, May; 130-43. 
A t t i t u d e toward the ad has been p o s t u l a t e d t o be 
a causal mediat ing v a r i a b l e in t h e process through which 
a d v e r t i s i n g in f luences brand a t t i t u d e and purchase i n t e n -
t i o n s . The r e s u l t suggest t h a t a dual mediat ion hopo thes i s , 
which p o s t u l a t e s t h a t ad in f luences brand a t t i t u d e both 
d i r e c t l y and i n d i r e c t l y through i t s e f fec t on brand 
c o g n i t i o n i s super ior t o t h e o the r models under t h e 
p a r t i c u l a r se t of c o n d i t i o n s in t h e p r e t e s t s e t t i n g . 
-f EFFECTS 
59. KRIX3MAN (Herbert E) . What a d v e r t i s i n g e f f e c t i v e . ^ 
Harvard Business Review: Adver t i s ing : Be t t e r p lann ing , 
b e t t e r r e s u l t s . Harvard: Harvard College, 1975. p . 5-12. 
The e f fec t of a d v e r t i s i n g must begin with t h e 
environment - a c o n t r o l l i n g f ac to r t h a t bo th de f ines 
the l i m i t s t h e p o s s i b l e e f f e c t s . The environment of 
a d v e r t i s i n g c o n s i s t s of an i n t r i c a t e was of s o c i a l , 
economic and t echno log ica l circiamstance t h a t d i r e c t 
an ad toward a p a r t i c u l a r audience through a p a r t i c u l a r 
medium. In shor t , a d v e r t i s i n g by emphasis aims for 
smal l , delayed e f f e c t s , p o i n t s t h a t s t i ck in t h e mind 
1 . ^ } 
long enough t o t i p t h e s c a l e In favour of brand A and 
over brand B. 
- , - , ADVERTISER'S REPUTATION 
60. GOLDBERG (Marvin E) and HARTVOiCK ( Jon) . Effec ts of 
a d v e r t i s e r r e p u t a t i o n and ext remi ty of a d v e r t i s i n g 
claim on a d v e r t i s i n g e f f e c t i v e n e s s . Joxirnal of Consumer 
Researeh. 18- 2; 1990, Sep; 172-9. 
A f a c t o r i a l experiment was developed in which the 
r e p u t a t i o n of t h e a d v e r t i s i n g f i rm and t h e ex t remi ty of 
the a d v e r t i s i n g claim were manipulated. Two l e v e l s of 
a d v e r t i s e r r e p u t a t i o n , focusing on the i x p e r t i s e and 
t r u s t w o r t h i n e s s of the sponsor ing firm, were developed. 
_^«, BRAND SWITCHING 
6 1 . DEIGHTON (John), HENDERSON (Carol ine M) . Ef fec t s of 
a d v e r t i s i n g on brand swi tching and repea t purchas ing . 
Jou rna l of Marketing Research. 31, 1; 1994, Feb; 28-43. 
The authors examines swi tching and repea ted 
purchase e f f e c t s of a d v e r t i s i n g in mature, f r equen t ly 
purchased product c a t e g o r i e s . They draw on constamer 
behav io r t h e o r i e s of framing and usage dominance t o 
formula te a l o g i t choice model for measuring t h e s e 
e f f e c t s . The e s t i m a t e t h e model us ing s i n g l e - s o u r c e 
1^1 
scanner d a t a . Their r e s u l t sugges t h a t a d v e r t i s i n g i nc ludes 
b rand switching but does not a f f ec t t h e r epea t purchase 
r a t e s of consuiners who have j u s t purchased t h e brand a 
r e s u l t c o n s i s t a n t wi th usage dominance r a t h e r than; 
framing. 
- , - , CHILDREN 
62. HELSOP (Louise A) and RYANS (Adrian B) . Second look a t 
c h i l d r e n and t h e a d v e r t i s i n g of premiums. Jou rna l of 
Consumer Research. 6, 1; 1980, Mar; 414-20. 
The e f f e c t s of a d v e r t i s i n g t o c h i l d r e n s on t h e 
d e s i r e for a c e r e a l product , product r e q u e s t s and produc t 
s e l e c t i o n / while vary ing of l e v e l s of premium enphas i s 
a re examined in an Experimental s e t t i n g invo lv ing c h i l d r e n s 
i n t e r a c t i o n with t h e i r mothers. The r e s u l t s siaggests t h a t 
such a d v e r t i s i n g may have a marginal inpac t on p r e f e r e n c e s . 
- , - , COMMUNICATIONS 
63 . I^IGHT (Alice A) and LYNCH (John G). Communication e f f e c t s 
of a d v e r t i s i n g ve r sus d i r e c t experidnce when inarch and 
exper ience a t t r i b u t e s a re p r e s e n t s . J o u r n a l of Consumer 
Research. 21, 4; 1995, Mar; 708-18. 
I t shows t h a t r e sea rch a t t r i b u t e s were more f r equen t ly 
1 •( > 
mentioned and vsere r a t e as inore inpor t an t a f t e r exposure 
t o a d v e r t i s i n g than a f t e r d i r e c t exper ience , the oppos i t e 
was t r u e for exper ience a t t r i b u t e s . These e f f e c t s on 
frequency of mention and a t t r i b u t e s inpor tance were 
s i g n i f i c a n t l y weal^er under high involvement t h a n \inder 
low involvement c o n d i t i o n s , 
- , - , CONSUMERS 
64, KOPALLE (Praveen K) and LEHMANN (Donald R) . Effec ts of 
a d v e r t i s e d and observed q u a l i t y on e x p e c t a t i o n s about new 
product q u a l i t y . Journa l of Marketing Research. 32, 3; 
1995, Aug; 280-90, 
The au thors desc r ibe a model of t h e e f f e c t s of 
a d v e r t i s e d and observed q u a l i t y on consumer e x p e c t a t i o n s 
about new product q u a l i t y . They t e s t t h e modej. us ing 
data from two computer c o n t r o l l e d shopping exper iments . 
In bo th s t u d i e s , quadra t i c and gamma s p e c i f i c a t i o n for 
t h e e f f e c t of a d v e r t i s i n g claim d isc repancy on expec-
t i o n change f i t b e t t e r than a l i n e a r model. 
U*J 
65, V^ ILL (George F) . Adver t i s ing and consumers: Areas of 
con t rove r sy , i n Chxirchill (Gi lber t A), Ed. Adver t i s ing 
t h e o r y and p r a c t i c e . Hon^wood, Richard D Irwin, 1983. 
p . 412-9. 
Because of many o ther v a r i a b l e a d v e r t i s i n g e f f e c t s 
are usua l ly not c l e a r l y Icnown. Therefore , t h i s t r ea tmen t 
of a d v e r t i s i n g p o s s i b l e e f f e c t on each of us as consumers 
has been p resen ted t o i l l u m i n a t e t h e p o s i t i o n of t h o s e 
who see t h e i s sues d i f f e r e n t l y , not t o reach d e f i n i t i v e 
conc lus ion . A nuntoer of con ten t ions were examined from 
t h i s format with t h e c l ea r r ecogn i t i on t h a t a d v e r t i s e r s ' 
' e f f e c t s ' depend t o a g rea t ex ten t on who's doing t h e 
lool<ing and where, in t h e i nc red ib ly d i v e r s e f i e l d s of 
a d v e r t i s i n g . 
- , - , ECONOMIC 
66. L A I ^ I N (Je an-Jacques) . What i s t h e r e a l impact of a d v e r t i -
s i n g . In Harvard Business Review, Adver t i s ing ; B e t t e r 
p l ann ing , b e t t e r r e s u l t s . Harvard: Harvard Col lege, 1975 
p . 3 2-40. 
The focus in t h i s a r t i c l e , however, i s on t h e economic 
e f f e c t s of a d v e r t i s i n g . Controversy over i t s impact on market 
sha re , cortp^^tion and consumer buying h a b i t s has r i s e n 
s t e a d i l y in recent year . 
1 d • t 
- , - , SOCIO-ECONOMIC 
67. SHIRALI (Aresh) , Matter of p e r c e p t i o n s ! Study on t h e 
Socio-economic e f f e c t s of a d v e r t i s i n g . Adver t i s ing and 
Marketing. 4, 11; 1993, Feb; 113-7. 
Adver t i s ing has t r a d i t i o n a l l y evolved s t rong ly 
Con t rad ic to ry op in ions and t h e s i s . Some s o c i a l s c i e n t i s t s 
have argued aga ins t adve r t i s i ng on t h e premise t h a t i t 
e l e v a t e s m a t e r i a l s wel l be ing over s p i r i t u a l well be ing , 
e x p l o i t s t h e consumer 's r e l i a b i l i t y and c r e a t e s s o c i a l 
i n e q u a l i t y and consequently s o c i a l f r i c t i o n . Other c r i t i c s 
f e e l t h a t i t r e s u l t s in m i s a l l o c a t l o n of r e sources g r e a t e r 
monopoly power, higher p r i c e s and a l aps ided change in 
consumer p r e f e r ence . And as a l so t h e b e n e f i c i a l e f f e c t s 
of a d v e r t i s i n g . 
- , EMPIRICAL MDDEL 
68. ROBERTS (Mark J) and SAMUEL30N (Lar ry ) . Adve r t i s ing and 
c r e d i b l e e n t r y d e t e r r e n c e . , In Gee (Aiec JM) and Norman 
(George), Ed Market s t r a t e g y and s t r u c t u r e . New York, 
Harvester Wheatsheaf, 1992. p . 265-8 5. 
This chapter indfiates t h i s s tudy i s t h a t e n p i r i c a l 
node l s of a d v e r t i s i n g and e n t r y d e t e r r e n c e must not p l ace 
or p r i o r i r e s t r i c t i o n on the f i r s t or second d e r i v a t i v e s 
1^0 
of demand or a d v e r t i s i n g cos t f u n c t i o n s . Linear e i rp i r i ca l 
ittDdels are not s u f f i c i e n t l y f l e x i b l e t o cap tu re t h e 
conplex se t of e f f e c t s t h a t a re p o t e n t i a l l y i n p o r t a n t 
in an a d v e r t i s i n g and e n t r y d e t e r r e n c e node l . 
-, ETHICS, CODE 
69. NAGESRi^ ARA RAo (SB). Code of e t h i c s in a d v e r t i s i n g . Indian 
Joxirnai of iMarketing. 17, 9-10; 1987, July-Atjg; 26-7, 
Adver t i s ing has a s t rong pe r sua t i on power and i s a 
corrmDn t echn ique for raass s e l l i n g . Communication or pa s s ing 
of information i s t h e f i r s t purpose of a d v e r t i s i n g . But 
un fo r tuna t e ly some manufactures a re adopt ing t echn iques 
l i k e 'make t o b e l i e v e s t a t e m e n t ' , using u n r e l i a b l e s t a t i s i t c s , 
us ing misleading names and brands e t c , 
- , EXAGGERAT e f f ec t on CONSUMERS 
70. MARKS (Lawrence J) and KAMINS (Michael A), Use of product 
sampling and a d v e r t i s i n g e f f e f t s of sequence of exposure 
and degree of a d v e r t i s i n g c la im exagera t ion on c o n s u n e r ' s 
b e l i e f : St rength , b e l i e f , confidence and a t t i t u d e s . 
Jou rna l of Marketing Research. 25, 2; 1988, Aug; 266-81. 
The au thors i n v e s t i g a t e s t h e e f f e c t s of sequence 
exposure t o exaggerated a d v e r t i s i n g and product sampling 
id *) 
on sub jec t b e l i e f confidence, a t t i t u d e and ptirchase i n t e n t i o n 
towards a p roduc t . This e f f e c t s was g r e a t e r for g lobal 
a t t i t u d e measiares when t h e adver t isement was h igh ly exagger-
a t e d . 
- , EXCELLENCE, PSEUDOMiffURE, MARKET 
7 1 . KHALAP (Kjxan) . Chasing t h e rainbow: Two colour , one decade 
ca tchism on t h e hunt for a d v e r t i s i n g exce l l ence in a preudD-
mature market. Adver t i s ing and Marketing. 7, 6; 199 5, Jxine; 
26-31 . 
J u s t a l a b e l invented for a market t h a t d i s p l a y 
coex i s t ence of a l l s tage of any product c a t e g o r y ' s evo lu -
t i o n . Therefore , Ind ia i s a pseudomature market . And the 
premise i s a d v e r t i s i n g in a pseudomature market needs t o 
fol low unique r u l e s . Therefore , a d v e r t i s i n g in Ind ia 
aught t o be unique. 
- , EXERCISERS, ALIEGRO, 1990, CASE STUDY 
72. SAHAi (P r iya ) , Breath t a k i n g r e v o l u t i o n : Case s tudy . 
Adver t i s ing and Marketing. 7, 10; 199 5, Aug; 73-S . 
Al legro , launched in August 1990, was t h e f i r s t 
Ind ian brand t o o f fe r t h e op t ion of t h e s imula ted rowing, 
in a d d i t i o n t o c y c l i n g . Market watches expect t h e 
exerh ike market t o r i s e sharp ly over t h e next f i v e 
y e a r s . 
1 ^ / 
- , EXPENDITURE, anfl PROFITS 
7 3 . pARRlS (Paul '4 and REIBSTEIN (David J) . How p r i c e s , ad 
expend i tu res , and p r o f i t a r e l i n k e d . In Harvard Business 
Review: Adver t i s ing : Be t t e r p lanning, b e t t e r r e s u l t s . 
Harvard: Harvard Col lege, 1979. p . 74-85. 
The authors have found a c o n s i s t e n t p a t t e r n conpanies 
with r e l a t i v e l y high p r i c e s high ad expendi ture for i n s t a n c e 
had higher p r o f i t t han conpanies with r e l a t i v e l y low p r i c e s 
and high a d v e r t i s i n g budget . Such cons i s t ency remains 
i npo r t an t when one i s cons ide r ing the irrpact of f a c t o r s 
l i k e product q u a l i t y s tages in t h e product l i f e c y c l e . 
Product r i s k , and market share on t h e p r i c e a d v e r t i s i n g 
r e l a t i o n s h i p . The author a l so addressed t h e i s sue of 
whatever a d v e r t i s i n g i nc r ea se consumer pr ice . . 
- , EXPRESSION 
74. GREEN (Paula ) . FQCUS: I s sues / cause s a d v e r t i s i n g . In 
Church i l l (Gi lber t A), Ed. Adver t i s ing t heo ry and p r a c t i c e . 
Homewood, Richard D Irwin, 1983. p . 73-94, 
The focus on t h i s p a r t i c u l a r a rea of a d v e r t i s i n g 
express ion , t h e author noted the p o s s i b l e r e a s o n s for 
i t s growth, p a r t i c u l a r l y t h e growing interdependence of 
t h e element of s o c i e t y . The author suggested t h r e e main 
l ^ : . ' ) 
d i v i s i o n s of ad. Publ ic s e r v i c e ad, a d v e r t o r i a l and 
p o l i t i c a l ad. The author focuses on t h e s e p a r t i c u l a r 
area of a d v e r t i s i n g expres s ion . 
- , EVOLUTION, IMPLUENCE, NARB, 1971 
75. SAMPSON (Harry) . Why and how did a d v e r t i s i n g evolve . In 
Church i l l (Gi lber t A), Ed. Ac3vertising theo ry and p r a c t i c e . 
Homewood, Richard D Irwin, 1983. p . 19-4 5. 
Undoubtedly inf luenced by t h i s c l imate of c r i t i c i s m 
and l e g i s l a t i o n , a major s e l f r e g u l a t o r y mechanism was 
i n s t i t u t e d in 1971. The na t iona l a d v e r t i s i n g review board 
(NARB) works through the National Adver t i s ing Div is ion (NAD) 
of t h e Council of Be t t e r Business Bxireaus (BBB) . I t men-
t i o n e d a d v e r t i s i n g for p o t e n t i a l l y decept ive ads a s well 
as an i n v e s t i g a t i n g complaints from c i t i z e n s or compe t i t o r s . 
- , FILR BOr-lBAY 
76. TAK (Devendra) . Reaching o u t : Bombay based acJvert is ing f i lm-
makers are g radua l ly making t h e i r p re sence f e l t , i n t e r n a -
t i o n a l l y . Business I n d i a . 431; 199 5, Sep? 116. 
Indian a d v e r t i s i n g f i lm makers c o u l d n ' t have at 
any b e t t e r . With t h e boom in e l e c t r o n i c media and t h e 
r a p i d l y - growing ©u t l e t s for a i r i n g commercials, t h e s e 
people a re working l i t e r a l l y round t h e clock t o churn 
Id.i 
out over 1,000 ad f i lm a yea r . Concurrent with t h e r i s i n g 
domestic demand for the f i r s t t ime . The a d v e r t i s i n g f i lm 
maimers are being pursued by fore ign c l i e n t s t o produce 
q u a l i t y products a t i n t e r n a t i o n a l l y compet i t ive p r i c e s . 
- , FINANCIAL 
.77. SETH (Swapan). F inanc ia l a d v e r t i s i n g : Matter of a t t i t u d e . 
Adver t i s ing and Marl^eting. 6, 21; 199 5, Feb; 21-2. 
Those in a d v e r t i s i n g and marketing have t h i s amazing 
a b i l i t y t o accord s p e c i a l i s t s t a t u s t o the most genera l and 
b a s i c a c t i v i t i e s . There i s l i f e s t y l e a d v e r t i s i n g . Ainost 
sugges t ing t h a t the t a r g e t d i d n ' t have one u n t i l t h e 
advisor /agency came up with the b r i l l i a n t sugges t ion , 
-,-, AGENCT, SATURN CYCLE, SALE 
78 . TAK (Devendra) , Saturn c y c l e : Sale of 30-year 6 i d i n t e r p r e t s 
s i g n s off an era of quie t conposure in a d v e r t i s i n g . Business 
I n d i a . 422; 1994, May. 9-22; 105, 
Saturn t a k e s about 30 yea r s t o c i r c l e t h e sun, and 
t h i s cyc l e marks a t u r n in e v e n t s . I t h a r a l d s a new 
beg inn ing . Nargis Wadia, t he f i r s t lady t o s t a r t an 
a d v e r t i s i n g agency in t h e country has sold i t a f t e r 
t h e agencies sa tu rn c y c l e . This agency had in t h e l a s t 
t h r e e yea r s , made a successful foray i n t o f i n a n c i a l 
a d v e r t i s i n g . 
l u . i 
- , - , PERCEPTION 
79. VENUGOPAL (P) . Some wise men needed: Explores t h e need 
for nore e f f e c t i v e f i n a n c i a l a d v e r t i s i n g in the changing 
market p l a c e . Adver t i s ing and Marketing. 5, 11; 1994^ Feb; 
108-11. 
The a d v e r t i s i n g c e r t a i n l y helped change pe rcep t ions , 
And ye t f i n a n c i a l a d v e r t i s i n g agenc ies need t o change. 
They mxist become a r e sou rce s t o the people t h a t work in 
t h e agency. Because people t h a t work in -whe agency become 
a resoxirce for t h e c l i e n t . 
-,-, PtBLIC ISSUE 
80. SHIRALI (Aresh). Storm in a t eacup : Guide l ine announced 
by t h e s e c u r i t i e s and exchange board of Ind ia i n i t i a l l y 
sen t t h e f i nanc i a l a d v e r t i s i n g community i n t o a t i z z y . 
Adver t i s ing and Marketing. 5, 11; 1994^ Feb; 59-61. 
When SEBI ( s e c u r i t i e s and Exchange Board of India) 
decided t o clarn# down on i s sue ads for shares , debenture 
and mutual funds the aim was t o defang t h e v ideo vampire, 
in t h e pub l i c i s sue ads for f i nanc i a l p roduc t s , t e s t i t 
suck mDre a t t e n t i o n than i s good for i n v e s t o r . 
16 
"t-f VYSYA BANK, RIGHTS ISSUE 
8 1 . JAYASHANKAR (Mitxi) . S h i f t i n g S i g h t s . A d v e r t i s i n g and 
M a r k e t i n g . 1, 2; 1995, Apr; 4 1 - 3 . 
A f t e r m a r k e t i n g i t s s e r v i c e t o a wel l segmented 
cus tomer a u d i e n c e , Vysys Bank now g o e s a f t e r a d i f f e r e n t 
t a r g e t w i t h a p r o p o s i t i o n b a s e d on i t s s u c c e s s w i t h t h e 
f i r s t . A r i g h t i s s u e i s on t h e a n v i l . Market w a t c h e r s 
e x p e c t a p u b l i c i s s u e t o o , birt: a t a l a t e r s t a g e . So f a r , 
Vysya h a s done w e l l wa lk ing t h e t i g h t - r a p e , w i t h d e p o s i t 
on one end, b a l a n c e d by r i s k y a s s e t s on t h e o t h e r . 
- , R30D PRODUCTS, GITS, CASE STUDY 
8 2 . SESHAN (Sekhar) . T a s t e i n a t w i n k l i n g . B u s i n e s s I n d i a . 
447 ; 199 5, Apr-May; 1 5 8 - 9 . 
G i t s food p r o d u c t h a s become a lmos t synonymous 
w i t h i n s t a n t foo<3s i n Indj p and i s s immering wi th 
e x c i t i n g new p l a n t s . T h i s p r o d u c t h a s s t a n d s f o r 
g u a r a n t e e d i n t e r n a t i o n a l t a s t e . 
16 i > 
- , GROWTH 
83, APPASAMT (David). Free market: Progressive and enlightened 
ad professionals acquire ins tan t Ingopia when i t comes to 
the question of a free raarT<cet and opoi coitpetition in the 
adver t is ing industry. Advertising and Marketina.^r 7; 1993, 
Oct; 34-5,, 
The Indian advert is ing indxistry should witness rapid 
growth in the coming years . So adverting professionals who 
have for long lamented regulat ion and the lack of conpet i-
t ion and the poor quali ty product and service t h i s 
encouraged, need no longer conplain. 
- , - , 198 2 
84. ANNUNCio (Charubala) . Playing a new game: Advertising 
avenues has created stunning work by keeping of the 
trodden t rack . Advertising and Marketing. 6, 18; 1994, 
Dec; 86-8. 
The d i rec to r s of advert is ing avenues know tha t 
the re i s ra re ly t a lk of good advert is ing without the 
mention of agency they founded in 1982. Growth so far 
has been steady and e f f o r t l e s s . 
1 '' '• 
-, -, SHARE, SALES RATIO 
8§ . AILAVADI (KusumL)& FARRIS (Paul W). Share and growth 
are not good p r e d i c t o r s of the a d v e r t i s i n g and Promot ions/ 
Sa les r a t i o . Journa l of Marketing. 58, 1; 1994, J an ; 
86-97. 
I t i s more c o n s i s t e n t with s t r a t e g i c b u s i n e s s un i t 
(SBU) leve l data than firm d a t a . They at tempt t o r e p l i c a t e 
the model with two o the r data s e t s (SABU and brand data) 
a s well as a v e r s i o n o f t t h e f i rm da ta used in t h e o r i g i n a l 
s tudy. And they expla in in a d v e r t i s i n g and pronvDtion/sales 
r a t i o across brands , p roduc ts market c a t e g o r i s e s f i rm and 
i n d u s t r i e s . Market share and market growth have been 
inc luded . 
- , HISTORY 
86 . COLFORD (Steven W). Advet t i s ing e n t e r s cosmic phase . 
Adve r t i s i ng Age. 1993, Apr. 13; 3 . 
I t wi l l be b igges t a d v e r t i s i n g opport iani ty in 
h i s t o r y , v i s i b l e t o almost every man, woman c h i l d and 
beas t on e a r t h . That i s the p r o j e c t name for t h e most 
ambit ious marketing endeavor even contemplated - t h e 
launch i n t o e a r t h o r b i t of an i n f l a t a b l e board t h a t 
w i l l expand t o t h e s i z e of more t han lOOfootball f i e l d . 
5 » iO'i 
-, HOMOGENEOUS, PRODUCT, QUALITY 
§7. WERNERPELT (Blrger) . Adver t i s ing content vjhen brand choice 
i s a s i g n a l . Jovirnai of Bus iness . 63, 1; 1990^ Jan ; 91 -8 . 
T h i s a r t i c l e g ives a forir^ai r a t i o n a l for image 
a d v e r t i s i n g and branding of homogeneous p r o d u c t s t h a t 
a r e consumed in p u b l i c . Thi ideas i s t h a t consumer can 
use brand clxjice t o coord ina te behavior and send nreaning-
fu l soc ia l s i g n a l s . The a r t i c l e d i s t i n g u i s h e s between 
v a r i e t y s i g n a l and q u a l i t y s igna l and analyzes the compe-
t i t i v e impdica t ions . 
- , IMPACT, CATEGORY, SUBSTITUTION 
8 8 , WMSINK (Br ian) . A d v e r t i s i n g ' s impact on ca tegory s u b s t i -
t u t i o n . Journa l of Mar>cetinq Research. 31, 4y 1994, Nov? 
50 5-15. 
The author show t h a t ads a re rrost l i k e l y t o change 
usage a t t i t u d e s by e i t h e r (1) a d v e r t i s i n g common a t t r i b u t e 
when t h e conparison product i s d i s s i m i l a r , or (2) adver-
t i s i n g d i s t i n c t a t t r i b u t e s when the comparison product 
i s s i m i l a r . The author de i tons t ra tes t h a t ads t h a t have 
a p o s i t i v e itipact on usage a t t i t u d e s towards t h e t a r g e t 
brand can have a corrparison p roduc t . 
l o . O^i 
-,-, CONSUMER, DURABLE 
89 . SrrA KUMARI and BHAWANI PRASAD (GV). Iirpact of Adver t i s ing 
on consumer durable market: Study of r e f r i g e r a t o r consumers . 
Tndian Journa l of Marketing. 8 , 1 ; 1987, Sepy 21-30. 
Th i s paper i n d i c a t e s t h a t t h e a d v e r t i s i n g i s an 
important marketing force helping mass s e l l i n g and d i s t r i -
b u t i o n . Adver t i s ing i s one form of promotion. I t may be 
used t o s e l l goods and s e r v i c e s and i t a l so may be used 
t o s e l l i d e a s . Demand s t imu la t ion through a d v e r t i s i n g may 
be designed t o increased demand for t h e gene r i c p r o d u c t . 
- , INDUSTRIAL MOBILITY, EFFECT 
90. MADISON. Effect of a d v e r t i s i n g on i n d u s t r i a l itiDbility. 
J o u r n a l of Bus iness . 54, 2; 1991, Apr; 3 29-39. 
T h i s a r t i c l e cons ide r s t h e e f f e c t s of a d v e r t i s i n g 
on i n d u s t r i a l mobi l i ty as measured by r a t e s of e n t r y and 
e s t a b l i s h e d f i rm growth. Emoiricai f i n d i n g s suggest t h a t 
t hS e f fec t of a d v e r t i s i n g i s t o upset r a t h e r than r e i n f o r c e 
t h e market share s t a b i l i t y of e s t a b l i s h e d f i rms . 
1 * 
. , - , ERODUCrS 
9 1 . MAJUMDAR (Ramanju), I n d u s t r i a l s e r v i c e s in I n d i a . Indian 
Management. 3 2, 1; 1993, Jan ; 14-9. 
The main ob jec t of t h i s study i s to a s c e r t a i n t h e 
pe rcep t ion of s e r v i c e s anxDng i n d u s t r i a l product marke te r s 
i n developing country such as India in comparison with 
advanced c o u n t r i e s . In order t o malce a meaning comparison 
with the s i t u a t i o n in any i n d u s t r i a l coxintry, 
- , - , RECRUITMENT, PRODUCT 
92. THAKARANEY (An i l ) . Not mechanical: Coming decade w i l l s ee 
i n d u s t r i a l a d v e r t i s i n g coming in to i t s own. Adver t i s ing 
and Marketing. 3, 9; 1991, Dec; 110-11. 
In t h e l a s t decade we have witnessed some r e a l l y 
ou t s t and ing a d v e r t i s i n g in consumer products, , Towards t h e 
l a t e 80S we even saw recru i tment a d v e r t i s i n g t a k i n g a 
t o t a l l y d i f f e r e n t from extremely eye-ca tch ing , s t i m u l a -
t i n g and h igh ly focussed. 
> 
- , INDUSTRY, GROWTH 
93 . SHIRALI (Aresh) and KOHL I (Vanita) . Few good men: A d v e r t i -
s ing i ndus t ry has t o manage t h e explos ive growth t h a t i s 
Coming i t s way i t w i l l have t o t ake a ser^nu'S" relooTc at 
i t s hiiman r e s o u r c e s . Adver t i s ing and Marlcetinq. 6, 6; 1994, 
June ; 49-52. 
The a d v e r t i s i n g b u s i n e s s i s one t h a t i s kep t going 
by human th ink ing and unless buying becomes t h e d e c i s i o n s 
of microchips t h a t ' s how t b w i l l be . But as much as i t i s 
a s t r e n g t h t h i s human f a c t o r s i s a l s o t h e i n d u s t r y ' s 
t r a g i c flow. 
- , INNOVATION, DIRECT MJ^ KETING 
94. JAIN ( J e e t e n d r a ) . Talking shop. Adver t i s ing and Marketing. 
7, 2; 199 5, Apr; 3 0 - 1 . 
Brand need no longer be sold at shops a l o n e . An 
amazing range of d i s t r i b u t i o n o u t l e t s has cropped up t o 
a id t h e m a r k e t t e r s . And t h e p o s s i b i l i t i e s a re e n d l e s s . 
For investment in bo th time and e f f o r t s b u i l d t h a t channel, 
A grea t deal about innovat ion can be l e a r n t from t h e 
way d i r e c t marketing and improvisa t ions has used to reach 
t h e consumer and make him respond. 
l o o 
- , INTENSITY Vs ACCOUNTING RATES 
95 . AYP^im (Rober t ) . Ac3vertising c a p i t a l con t rove r sy . 
Journa l of Bus iness . 56, 3; 1983, Apr; 340-64, 
The i n t e r p r e t a t i o n of t h e p o s i t i v e c r o s s - s e c t i o n a l 
r e l a t i o n between inc3ustry accounting r a t e s of r e t u r n and 
a d v e r t i s i n g i n t e n s i t y as evidence t h a t a d v e r t i s i n g c r e a t e 
en t ry b a r r i e r s r a t e s on f i nd ings t h a t a d v e r t i s i n g e f f e c t s 
a re s h o r t - l i v e d . T h i s paper argues t h a t t h e s e f i n d i n g s 
have been b i a sed by o b s e r v a t i o n s of marginal r a t h e r than 
average adve r t i s i ng d^eprpciation r a t e s , 
- , ISSUE MARKETING 
96, RAD (KV) . Art of mar>:eting new i s s u e s . For tune I n d i a . 
13, 5; 199 5, Jan; 84 . 
Advertisements make t h e consumer buy something 
which he does not need. The i s s u e of a d v e r t i s i n g i s 
done through t h e p r i n t e l e c t r o n i c and outdoor media. I t 
es t imated t h a t a major p a r t of t h e i s s u e expenses 
comprises of expendi ture r e l a t i n g t o i s s u e a d v e r t i s i n g 
and i s s u e marketing e f f o r t s . Through t h e i s s u e ads 
and marketing e f f o r t s , a co rpo ra t e image i s c r e a t e d 
sans t h e p ro j ec t m e r i t s and demer i t s which i s u se 
t o s e l l t h e i s s u e . 
iJ.i 
- , - , RESTRICTIONS 
97. PANDE (Bhanu) . Stuff of dreams: With s t r i n g e n t r e s t r i c t i o n s 
on i ssue a d v e r t i s i n g . Adver t i s ing and market ing. 6, 5; 1994, 
June ; 4 1 - 3 . 
Very s i m i l a r yet c h a r a c t e r i s t i c a l l y d i f f e r e n t from 
product a d v e r t i s i n g , i s s u e a d v e r t i s i n g i s e x i s t i n g and 
r u t h l e s s . I n i s sue a d v e r t i s i n g , t h e r e g e n e r a l l y a r e n ' t 
l i f e t i m e c l i e n t s t© b u i l d r e l a t i o n s wi th . And c l i e n t 
a r e n ' t e a s i l y a v a i l a b l e . 
- , KAYER WDEL, SALE, RELATIONSHIP DATA 
98. SRINIVASAN (v) and WEIR (Helen A). Direc t aggrega t ion 
approach t o i n f e r r i n g microparameters of t h e koyck 
a d v e r t i s i n g - s a l e s r e l a t i o n s h i p from Macro da ta . Journa l 
of ^a rke t i ng Research. 2 5, 1; 1988, May; 14 5-56. 
The author examines the a d v e r t i s i n g - s a l e s . r e l a -
t i o n s h i p in t h e framework of t h e koyck model. They note 
t h a t i f only macro da ta a re a v a i l a b l e , i t i s necessa ry 
t o approximate micro data in order t o minimize the da ta 
i n t e r v a l b i a s " i n e s t i m a t i n g t h e roicropararaSters, 
Iz.) 
-, LAVS _and RBGIJILATIONS 
99. MATHEW (MF) . Bus iness environment in I n d i a : Law t o r e g u l a t e 
adver t i sement . Indian Journa l of Market ing. 17, 8; 1987, 
Apr; 3 -8 . 
The ob jec t of the paper i s t o examine t h e e x i s t i n g 
r e g u l a t i o n s for adver t i sement . Under the p r o v i s i o n s of 
v a r i o u s laws in Ind ia and t o d i s c u s s whether or not 
t h e r e i s need for making changes in t h e e x i s t i n g r e g u l a -
t i o n s or t o make new laws. 
- , MAGAZINE ef fec ted by FILMS 
100. KULLAR ( S h i v j e e t ) . Fade in fade o u t . A d v e t t i s i n q and 
Marketing. 5, 3; 1993, June; 28-30. 
Today, a whole genera t ion of c r e a t i v e people , 
c l i e n t execu t ives and c l i e n t s born and bred on a s t a p l e 
d i e t of magazine and p r e s s ads, a re t r y i n g d e s p e r a t e l y 
t o ad jus t t o a world t h a t i s more and more dominated by 
f i lm . 
Iti 
- , MAIL ORDER Vs NE^^ PAPER, DATA BASES 
101. FISHER ( C h r i s t y ) . Data bases f i l l t h e need In t a r g e t 
counter a t t a c k : Growth of c3irect mail and spending 
c r e a t e s new programs considered ' impara t ive* by some. 
Adve r t i s ing Age. 1993, Apr; 26; 36. 
Di rec t mail a re ea t i ng away at newspapers, adver-
t i s i n g as market t u r n from mass reach t o more t a r g e t e d 
media v e h i c l e s . And newspapers are working hard to end 
t h e . l a a s t i n g 'Data bases marketing i s a major i n i t i a t i v e 
for neltospapers. Local adve r t i s e r wil l be i n c r e a s i n g l y 
i n t e r e s t e d in pursu ing database - marketing o p p o r t u n i t i e s . 
- , MAKAGEfffiNT 
10 2. COLLEY (Russel H) . Sequeezing the v^aste out of a d v e t t i -
s i n g . 2 D Harvard Business Review: Adve r t i s i ng : B e t t e r 
p lann ing , b e t t e r r e s u l t s . Harvard: Harvard Col lege, 1962. 
p . 42-54 . 
The focus in t h i s a r t i c l e i s on what t op management 
can do t o he lp - encourage and if necessary , t r a p , i t s 
a d v e r t i s i n g and marketing people in to conceiv ing sound 
o b j e c t i v e s and p lans with measured r e s u l t s . 
^^ 
-, -, MEDIA and COMMUNICATION 
103. RAYUDU (CS). Media and commiinication management. South 
Asian Journa l of Management. 1, 2; 1994, Apr-Jiane; 79-80. 
Communication i s an i n t e g r a l p a r t of d a i l y l i f e 
and indeed b a s i c t o human e x i s t e n c e . I t i s a prime mover 
in t h e march of human p r o g r e s s . Those expe r i enc ing t h e 
b igges t information explos ion man has even known. The 
information/cormiunications r e v o l u t i o n has been Fueledy 
by a number of environmental fo rces and t echno log ica l 
advances . ' 
- , MARKETING, EROCESS 
104. SETH (Swapan). Ideas and a c c o u n t a b i l i t y : Proof of t h e 
c r e a t i v e pudding w i l l be in t h e e a t i n g in a c c o u n t a b i l i t y 
and measurable r e s u l t . Adver t i s ing and Marketing. 6, 3; 
1994, May; 24-5. 
The c r e a t i v e anii|iai w i l l have t o r e l i n q u i s h h i s 
penthouse in t h e ivory tower, r o l l xjp h i s s l ave s and 
unders tand t h e process of adve r t ing and market ing. 
ltd 
-, MARKET SHARE 
10 5. LYNK (William J ) , Information, a d v e r t i s i n g , and t h e s t r u c -
t u r e of the mar>:et, Jo\3rnai of Bus iness . 54, 2; 1981, Apr; 
271-302. 
This paper sugges t s t h a t ignorance has a sys t ema t i c 
e f f ec t of inc reas ing t h e raarket sha res of l a r g e r brand and 
reducing those of smaller brands , b a t h r e l a t i v e t o a 
c a s t l e s s information environment. Therefore , cheaper 
informat ion has an e f f e c t s of making s e l l e r s sha re s 
more equa l . 
- , MARKET VALUE, SLOGAN CHANGES, EFFECT 
106. MATHUR (Lynette Knowles) and MATHUR (Jha) . Effect of 
a d v e r t i s i n g slogan changes on t h e market va lue s of f i rm. 
Journa l of Adver t i s ing Research. 3 5, 1; 1995, Jan-Feb; 
59-6 5. 
The purpose of t h i s paper t o examine t h e e f f e c t 
of announcement of a d v e r t i s i n g slogan changes on t h e 
market va lues of t h e f irm. The sanple of 87 firms t h e 
announced a d v e r t i s i n g slogan changes was conpi led for 
a n a l y s i s . The r e s u l t show t h a t t h e r e are s i g n i f i c a n t l y 
p o s i t i v e market va lue e f f e c t s a s s o c i a t e d with announcement 
of a d v e r t i s i n g slogan changes. 
t ' l 
-, MEDIA, CAMPAIGN EFFECT 
107. DHALLA (Kariman K), Assessing the long- term va lue of 
a d v e r t i s i n g . In Harvard Business Review: Adve r t i s ing : 
B e t t e r planning^ b e t t e r r e s u l t s . Harvard: Harvard Col lege , 
1978. p . 23-31. 
Adver t i s ing i s seen in sho r t run terras, with t h e 
main ertphasis on the cur ren t p r o f i t and l o s s s t a t e m e n t . 
To improve r e s u l t s , management must view a d v e r t i s i n g as 
a c a p i t a i investment with s a l e s revenue genera ted lil<e a 
s t ream over t ime . The key i s t o a s sess t h e customer 
hold over or curmul r-^iveeffect of t he media canpaign. 
_ ,_ , COI-IMUTSIICATION 
!. MllGHr (Alice A) and LYNCH (John G) . Communication e f f e c t s 
of a d v e r t i s i n g versus d i r e c t exper ience when both search 
and Experience a t t r i b u t e s a re p r e s e n t . Jou rna l of Consxroer 
Resear<fh. 21, 4; 199 5, Mar? . 708-18. 
Th i s work compares the communication e f f e c t i v e n e s s 
of a d v e r t i s i n g and d i r e c t product exper ience . Academic 
r e sea rch has t r a d i t i o n a l l y focussed on ' l e a r n i n g by 
educa t ion ' from marketing communication in t e l e v i s i o n , 
r ad io and p r i n t media l e s s r e sea rch has been aimed a t 
unders tanding t h e 'medium' of d i r e c t product exper ience 
in communicating informat ion - as when consumer l e a r n 
i'td 
about products by t r y i n g them. The p resen t a r t i c l e c o n t r a s t 
a d v e r t i s i n g and product sampling as media for co^nm^anicating 
r e l a t i v e l y unarrbiguous a t t r i b u t e s of a brand. 
-^-^ DECISIONS, RESEARCH 
109. MOTES (William M) and WDODSIDE (Arch G) . Bottom l i n e 
r e s e a r c h for a d v e r t i s i n g media d e c i s i o n s . ^ Berkraan 
(Harold W), Ed. Reading t h e marketing management. Borrbay, 
Himalaya Pub. House, 1987. p . 231-8. 
The purpose of t h i s a r t i c l e hasnot been t o advocate 
the use of nonuse of p a r t i c u l a r magazine for a d v e r t i s i n g , 
but r a the r t o support Broadbent i s (1979) c a l l for 
measiaring ' r e a l v a l u e ' in media r e s e a r c h . I f engaged 
y e a r l y i s s u b s t a n t i a l a d v e r t i s i n g expendi tu re , a d v e r t i s e r , 
when economical should cons ider t h e i r own a p p l i c a t i o n of 
Some major of bo t tom- l ike r e sea rch t o complement i n t e r -
mediate measures of performance provided by media 
r e p r e s e n t a t i v e and r e s e a r c h s e r v i c e s . 
- , - , EVOLUTION, NATIONAL READERSHIP SURVEY 1989 
110. DESOUZA (Lynn) . Evolut ion of media. Adver t i s ing and 
Marketing. 3, 7; 1991, Oct; 60 -3 . 
The beginning of a l l media ( t ha t i s p r e s s , r ad io 
cinema TV) measurement in India was t h e second Nat ional 
lio 
Readership Survey (NRS) done in 1972 by IMRB and ORG 
in 1989 and NRS. Independent of t he a d v e r t i s i n g r e s e a r c h 
and p u b l i s h i n g committees, 
-t-, PLANNING 
111. AVENUE (Madison). Media p l ann ing . In Church i l l (Gulbart 
A), Ed. Adver t i s ing t heo ry and p r a c t i c e . Homewood, Richard 
D. Irwin, 1983. p . 264-87. 
Media planning involves s e l e c t i n g app rop r i a t e media 
for c a r r y i n g t h e a d v e r t i s e r ' s messages t o t a r g e t market, 
dec id ing what t o buy and how much t o spend in each medium 
and scheduling when t h e a d v e r t i s i n g i s t o r tm. In t h i s 
chapter t h e author a l so d i s c u s s t h e s e l e c t i o n problem, 
how media values a re compared and t h e b a s i c concept use 
in media p lanning . 
- , MEDIA PREFERENCE, INFLUENCE, CONSUMERS 
112. SIVAYAM (M Nama) . Adver t i s ing media p r e f e r e n c e : In f luence 
of Socio-economic f a c t o r s of consumers, case s tudy, Indian 
Journa l of Marketing. 18, 5-7; 1988, Jan-Mar; 23-8, 
In t h i s paper t h e author has a t t e n p t s t | ie s o c i o -
economic f a c t o r s t h a t inf luence t h e consumers while 
making t h e i r choice of a d v e r t i s i n g ned ia . For t h i s purpose 
a d v e r t i s i n g for t o i l e t soaps and t h e socio-economic f a c t o r s 
1^. 
such as educat ion, age anc3 income of consumers are cons ider-
ed as f a c t o r s in f luenc ing t h e i r p r e f e r e n c e . 
-, MISLEADING, ADULT CONSUMER, COGNITIVE PROCESSES 
113. GAETH (Gory J) and HEATH (Tinothy B) . Cogni t ive p r o c e s s i n g 
of mis leading a d v e r t i s i n g in young and o ld a d u l t s : A s ^ s s -
ment and t r a i n i n g . J o u r n a l of Consumer Research. 8, 2; 1987, 
June , 14; 43-54. 
Three experiment evaluated the impact of mis lead ing 
a d v e r t i s i n g on o ld and young adul t consumer in terms of: 
S u s c e p t i b i l i t y to misleading a d v e r t i s i n g t echn iques , 
a b i l i t y t o disseminted between non-misleading and po t en -
t i a l l y mis leading a d v e r t i s i n g c la ims and r e spons iveness 
to t r a i n i n g . 
- , MDDEL, COMPETITION 
114. ERICKSON (Gary M) . ^fodel of a d v e r t i s i n g compet i t ion . 
>ToxJrnal of Marketing Research. 22, 2; 198 5, Aug; 297-304. 
Using a dynamic m^del of a d v e r t i s i n g r i v a l r y 
between compet i tors in a duopoly, t h e author o b t a i n 
a n a l y t i c a l r e s u l t for t h e case of pure market share 
r i v a l r y in a mature market. A more genera l model, a l lowing 
for market expansion as well as market sha re r i v a l r y i s 
analyzed numer ica l ly . 
I t i 
- , MDTALTTY, HUMAN VALUE, PHILOSOPHICAL TREAT^ENT 
115. LEVITT (Theodore). Moral i ty of a d v e r t i s i n g , to Harvard 
Bus iness Review: Adve r t i s ing : Be t t e r p lanning, b e t t e r 
r e s u l t s . Harvard: Harvard Col lege, 1970. p . 176-84. 
The presen t controversy over the r e g u l a t i o n of 
a d v e r t i s i n g may well r e s u l t in r e s t r i c t i v e l e g i s l a t i o n 
of some kind, but i t i s by no meansclear how th i s , . shou ld 
be se t up. Th i s a r t i c l e p r e s e n t s a ph i l o soph ica l t r ea tmen t 
of t h e human value of a d v e r t i s i n g as conpared with t h e 
va lues of o ther ' i m a g i n a t i v e ' d i s c i p l i n e . I t i s designed 
t o provoked thought about the i s sue a t s t a k e . 
- , MOVIES, RETAILERS, BANGALORE 
116. BELLUR (Venkatkrishna V), Indian r e t a i l e r s : Media used 
and meditam perceived as the bes t for promotion. ^ Berk-
man (Harold W), _Ed. Reading in Marketing management, 
Bombay, Himalaya Piib. House, 1987. p , 222-30, 
T h i s study a n a l y s i s of t h e data o b t a i n from 513 
r e t a i l e r loca ted in Bangalore c i t y r evea l ed t h a t r e t a i l e r s 
used msdia for a d v e r t i s i n g . Media in which more r e t a i l e r s 
a d v e r t i s e d t h e i r p roduc t s and or s e r v i c e s were movies and 
newspaper. These two media were probably used because of 
t h e cos t advantages the media have over TV and r a d i o . 
Than Indian r e t a i l e r s consider a d v e r t i s i n g as i r tpor tan t , 
use movies and newspapers for a d v e r t i s i n g . 
I t j 
- , NEWSPAPERS, EENADU 
117. KAR (Mital i ) . Meteoric r i s e : Eenadu's success look easy, 
segmenting the paper by audience and reach and o f f e r i n g 
a Spec i f i c value package t o t h e a d v e r t i s e r s . Adve r t i s ing 
and Marketing. 6, 5; 1994, June; 59-66. 
For small a d v e r t i s e r s with no exper ience of 
a d v e r t i s i n g or acces s t o an agency. Eenadu began p rov id ing 
f ree ad l a y o u t s . Not only has t h i s a t t r a c t e d . Small 
businessmen in droves but a lso brought in to t h e fold 
i n d i v i d u a l s who could now see t h e i r names and photographs 
in p r i n t a t t h e nominal c o s t . The paper has a ready p o r t -
f o l i o of l a y o u t s for var ious e v e n t s . 
- , OPPORTUNITIES and STRATEGIES 
118. BORDEN (Ne i l ) . Te lev i s ion , r ad io , cable and s a t e l l i t e s . 
In C h u r c h i l l (Gi lber t A), Ed. Adver t i s ing t heo ry and 
p r a c t i c e . Homevood, Richard D Irwin, 1983. p . 310-27. 
Te lev i s ion , r ad io and cab le a re l i k e every o the r 
iTiediura, o f f e r a d v e r t i s e r s unique o p p o r t u n i t i e s for p l ann ing 
and execut ing e f f e c t i v e s t r a t e g i e s . Ins taneous t r a n s m i s s i o n 
l e t s a d v e r t i s e r s c o n t r o l p r e c i s e l y when t h e i r messages 
wi l l be r ece ived . Te lev i s ion and r ad io are or can be 
persona l than any o the r medium. 
IvJt) 
- , ORGANIZATION, STRUCTURE 
119. MAHONEY (David J ) . A3ver t i s ing o r g a n i s a t i o n . ^Q C h u r c h i l l 
(Gi lbe r t A), Ed. Adver t i s ing theo ry and p r a c t i c e . Homewood, 
Richard D Irwin, 1982. p . 361-83. 
The o r g a n i z a t i o n t h a t b r i n g s such people t o g e t h e r 
in a s i n g l e b u s i n e s s e n t e r p r i s e i s t h e a d v e r t i s i n g agency 
o f f e r s a q u a l i t y and range of se rv ice g r e a t e r than any 
s i n g l e a d v e r t i s e r could af ford or would need t o employ. 
The l a r g e r a d v e r t i s e r t h e g rea te r need for an o r g a n i z a t i o n a l 
s t r u c t u r e t h a t d e l i n e a t e s t h e t a sk of t h e people r e s p o n s i b l e 
for the firms a d v e r t i s i n g . 
~, PERCEPTIONS 
120. KHANNA (Mike). What t h e t i i t u r e ho ld s . Adver t i s ing and 
Marketing. 3, 6; 1991, Sep; 35-8. 
Adver t i s ing t h a t i s i n d i s t i n g u i s h a b l e from every 
one e l s e ' s a d v e r t i s i n g , and worse ^-et, resembles the 
compet i to r s , only r e i n f o r c e s p a r i t y p e r c e p t i o n . However, 
a d v e r t i s i n g i s a lso being seen a new as an e f f e c t i v e 
s o l u t i o n to the problem. Adver t i s ing t h a t almost automa-
t i c a l l y minimises product p a r i t y p e r c e p t i o n s and adds 
value to t h e media money spent t o p l a c e i t . 
l . J i 
- , - , ATTITUDES, PROCESSING 
121, MICK (David Glen) . Levels of sub jec t ive comprehension in 
a d v e r t i s i n g process ing and t h e i r r e l a t i o n s t o ad p e r c e p -
t i o n s , a t t i t u d e and rcexvory. Jou rna l of Consumer Research. 
18, 4; 1992, Mar; 411-23. 
This a r t i c l e develops a framework for four l e v e l s 
of sub j ec t i ve comprehension on t h e b a s i s of an e l a b o r a t i o n 
c r i t e r i o n . Comprehension l e v e l s a r e hypothesized t o d i f f e r 
in t h e i r r e l a t i o n s t o ad pe r cep t i ons , a t t i t u d e s and memory. 
Resu l t from an empir ica l study provide i n i t i a l support 
for t h e frame work, inc luding new t h e o r e t i c a l i n s i g h t s 
and exp lana tory a b i l i t y beyond t h e o b j e c t i v e o r i e n t a t i o n . 
- , - , CHANGES 
122. SANDip (KT) . Change of image. Adver t i s ing and Marketing. 
3, 6; 1991, Sep; 26-7. 
Adve r t i s ing i s g e n e r a l l y viewed as an unprofess iona l 
and und i sc ip l ined , but necessary func t ion . And t h e p e r c e p -
t i o n of t h e a d v e r t i s i n g ' t y p e ' i s t h a t of a shallow, 
over paid , smooth t a l k i n g b r a t . 
i d 
- , PERSONNEL, POINT OF VIEW 
123, PEICRBHOY (Sajid) , Them and Us. Adver t i s ing and Marketing. 
1, 3; 199 5, May; 29-3 2, 
Adver t i s ing people a re s t r a n g e . But every one of 
thera met with genuine warmth and i n t e r e s t . I n t e r e s t in 
what ' s happening in I n d i a , S p e c i f i c a l l y in a d v e r t i s i n g . 
Every one of them spoke openly . I t was inpor t an t for 
communicate an accu ra t e and comnlete po in t of view, 
- , POLITICAL EXPRESSION, EFFECT 
124, BOGART (Leo). Mass a d v e r t i s i n g : The message, not t h e 
measure, Jn Harvard Business Review: Adver t i s ing : Be t t e r 
p lanning, b e t t e r r e s u l t s . Harvard, Harvard Col lege , 1976. 
p . 17-22. 
In commercial c u l t u r e the dec i s ions of a d v e r t i s e r 
not only govern t h e l i f e and dea th of media but a l s o 
e f f e c t change in t h e i r cha rac te r and shape. Thus adver -
t i s i n g r e s e a r c h i s a c r i t i c a l and of ten d e c i s i v e force 
of p u b l i c 
in determining what i n f o r m a t i o n / s e r v i c e s and Informing 
t h e t a s t e and va lues t h a t u l t i m a t e l y f ind p o l i t i c a l 
Express ion , 
ivJO 
-, POSITIONING, BRAND, CAMPAIGN 
125. SMITH (Rober t E) and LUSCH (Rober t E ) . How a d v e r t i s i n g 
c a n p o s i t i o n a b r a n d . In T o o t e l l i a n (Dannis H), E j . 
M a r k e t i n g Management. S a n t a Monica, Goodyear Piab, 1980. 
p , 8 21 —8 a 
T h i s a r t i c l e h a s two c l o s e l y r e l a t e d g o a l . F i r s t , 
i n t h e hope of r e d u c i n g t h e an to igu i ty s u r r o u n d i n g t h i s 
t e r m . The a u t h o r s d e f i n e d two d i f f e r e n t t y p e s of p o s i t i o n 
t h a t a p r o d u c t o c c u p i e s . I n second t h e y p r e s e n t a 
p r a c t i c a l methodology t h a t can he u sed t o e v a l u a t e t h e 
e f f e c t s o f an a d v e r t i s i n g campaign whose s t a t e d goa l 
i s t o r e p o s i t i o n a p r o d u c t . 
- , PRESENTATION 
126. MUKHERJE ( N b n i d i p a ) . D i f f e r e n t s t r o k e s . A d v e r t i s i n g and 
M a r k e t i n g . 7 , 8 ; 198 5, J u l y ; 22 -4 . 
Making p r e s e n t a t i o n s i s an a r t t h a t demands an 
i n s i g h t i n t o a u d i e n c e mind. And t h e n t h e r e a r e s e v e r a l 
k i n d s t o c r e a t i v e p r o d u c t s . 
io •t 
-, PRINT MEDIA 
127. GOSSAGE (Howard). Cra f t ing t h e concept : P r i n t . Jn 
Church i l l (Gib ler t A), Ea. Adver t i s ing theory and p r a c t i c e . 
Honiev«)od, Richard D Irwin, 1983. p . 229-60. 
The major form of p r i n t a d v e r t i s i n g , magazine, 
newspapers and t h e i n f i n i t e v a r i e t i e s of d i r e c t mail , 
sha re t h e c i p a c i t y t o be s e l e c t i v e and t o r e a c t t h e 
p o t e n t i a l reader in a somewhat more a t t e n t i v e mood than 
i s of ten t h e case with broad cas t a d v e r t i s i n g . Thus t h e 
c r e a t e r of p r i n ' messages u t i l i z e s head l ines , i l l u s t r a -
t i o n s color , body, copy and as so r t ed graphic device t o 
c r e a t e a symbol package t h a t al low for more i n s p e c t i o n . 
- , ~, MAGAZINES, GROWTH 
128. DANATON (Scott) . Magazines count ing on fu tu re growth in 
t r o u b l e : Ad page borometer i s no longer v a l i d . Adver t i s ing 
Aq€. 1993, Oct, 11; 27. 
These are uneasy days for t h e n^gazine i n d u s t r y 
a d v e r t i s i n g s a l e s remain in the doldrums and t h e l and -
scape i s f l a t for ae t h e eye can s e e . News stand s a l e s 
con t inue to slump, p u b l i s h e r s a r e scrarrfjling to develop 
new media form t o remain r e l evan t and t o t a p new revenue 
s t reams and p r i c e p r e s s u r e from agencies con t inues t o 
commoditize t h e b u s i n e s s . 
l o , J 
- , - , MAGAZINES INDUSTRY, IMPACT 
129. DONATON ( S c o t t ) . Ad pages s tage s l i g h t comeback. A d v e r t i -
s ing Age. 1993, June, 21; 32. 
Slow growt}/T:o t h e magazine indus t ry in May a f t e r 
an ad page dec l ine in April s t a r t e d t h e second quar te r 
off on t h e wrong f o o t . Eight of t h e top 10 ad c a t e g o r i e s 
showed page and revenue gains for May. With only automa-
t i v e and computers /of f ices equipment p o s t i n g d e c l i n e . 
Automaker are by fa r t h e b igges t spenders in magazines and 
any spending c u t s could have a s i g n i f i c a n t inpact on t h e 
i n d u s t r y . 
- , - , NEWS PAPERS, GAINS 
130. COEN (Robert J ) . Ad gains could exceed 60% t h i s y e a r . 
Adver t i s ing Age. 1993, May, 3; 4 . 
In media t h e r e a l newspaper a d v e r t i s i n g recovery i s 
expected in most markets t h i s yea r . News paper a d v e r t i s i n g 
has been in a deep r eces s ion s ince 1989 and j u s t s t a r t e d 
t o recover l a t e in 199 2. Now r e t a i l e r s a r e s t a r t i n g t o 
exper ience some p o s i t i v e e f f e c t s from t h e g radua l ly 
improving economy and r e a l e s t a t e and he lp wanted c l a s s i -
f i e d ad l i nage i s a l so beginning t o pick up. 
l o t j 
-,-, STRATEGY 
131. BORDEN (Ne i l ) . P r in t media. ^ C h u r c h i l l (Gi lber t A), Ed. 
Adver t i s ing theory and p r a c t i c e , Homewood, Richard D Irwin, 
1983. p . 289-307. 
The c r i t e r i a for s e l e c t i n g a d v e r t i s i n g media and 
t h e b a s i c concepts for p r i n t media s t r a t e g y has cons ider 
in t h i s chap te r , A more d e t a i l e d d iscussed of c h a r a c t e r -
i s t i c s of t he v a r i o u s media, such as , newspapers, magazine, 
p o s t e r t r a n s i t . These media have p lay an i n p o r t a n t in t h e 
f i e l d of a d v e r t i s i n g . 
- , -,RECOGNITION 
132. FINN (Adam) . P r in t ad r ecogn i t ion r e a d e r s h i p s c o r e s : 
Informat ions p rocess ing p e r s p e c t i v e . Journa l of Marketing 
Rpsearch, 25, 1; 1988, May; 168-77, 
An information process ing p e r s p e c t i v e i s used to 
develop h i e r a r c h i c a l and divergent models of how i n d i v i d u a l s 
p r o c e s s p r i n t 9<^s, An aggregat ion ac ross i n d i v i d u a l s 
genera ted r e l a t e d audieniSe - l eve l models which were 
o p e r a t i o n a l l z e d by using s t a r c h sco res and extended to 
i n c o r p o r a t e s p e c i f i c ad c h a r a c t e r i s t i c s . 
1 J / 
- , PROCESS 
133. KIRMANI (Amna) and WRIGHT (Peter) ^ ^feney t a l k s : Perceived 
a d v e r t i s i n g expense and expected product q u a l i t y . J o u r n a l 
of Consumer Research. 16, 16; 1989, Dec; 344-53. 
Th i s a r t i c l e conceptua l ized t h e process by which 
pe rce ived a d v e r t i s i n g expense a c t s as a cue t o q u a l i t y . The 
r e s u l t s i n d i c a t e s t h a t under sone cond i t i ons , knowledge of 
cos t r e l a t e d cairpaign e lements can evoke a d v e r t i s i n g 
expense in fe rences t h a t in f luence q u a l i t y p r e d i c t i o n s . 
- , PROCESSING 
134. HOUSTON (Michael J) and CHILDERS (Terry L ) . P ic ture-word 
cons i s t ency and t h e e l a b o r a t i v e p rocess ing of a d v e r t i s e -
ments. Journa l of Marketing Research. 24, 5; 1987, Nov; 
3 59-69. 
Many a d v e r t i s e r s b e l i e v e t h e p i c t o r i a l and verba l 
components of an ad should convey t h e same meaning. Based 
on t h e o r e t i c a l and empi r i ca l evidence from a v a r i e t y of 
a r eas t h r e e experiments were conducted t h a t show s u p e r i o r 
r e c a l l for ads in which t h e p i c t u r e ad and copy convey 
d i sc repan t informat ion about J>roduct a t t r i b u t e s when t h e 
p i c t u r e and brand name a r e l i s t e d i n t e r a c t i v e l y . An 
e l a b o r a t i v e p rocess ing exp lana t ion for t h e e f fec t i s 
supported by the f ind ing t h a t t h i s s u p e r i o r i t y d iminish 
and i f consumers have l e s s oppor tun i ty t o p roces s t h e ad 
and form a s s o c i a t i v e l inkages in memory. 
IviO 
- , - , EFFECT, CONSUMERS 
13 5. GOODSTEIN (Reonaid C) . Category - based a p p l i c a t i o n s and 
extens ion in a d v e r t i s i n g : i^tiv?:-^ln::more e x t e n s i v e ad 
p r o c e s s i n g . Journa l of Consumer Research. 20, 3; 1993, 
June ; 67-99. 
Consumers watch a t e l e v i s i o n ad a t d i f f e r e n t l e v e l s 
depdnding on t h $ i r mot ivat ion to p rocess t h e ad. I n t h i s 
a r t i c l e t h e f i t between an ad and an evo)ced ad scheme in 
memory i s hypothesized t o inf luenced consumers mot iva t ion 
t o p r o c e s s . I t a l so hypothesized t h a t t h i s mot iva t ion i s 
moderated by e f f e c t s due t o consumers, p r i o r ca tegory 
e f f ec t and process ing goa l . 
- , - , PERCEOTIONS 
136. MICK (David Glen) . Level of s u b j e c t i v e comprehension in 
a d v e r t i s i n g process ing and t h e i r r e l a t i o n s t o ad pe rcep -
t i o n s , a t t i t u d e s and memory. J o u r n a l of Consumer Research . 
18, 4; 1992, Mar; 411-24. 
Two fundamental o r i e n t a t i o n s toward message conpre-
hension have appeared in a d v e r t i s i n g r e s e a r c h : t h e t r a d i -
t i o n a l o b j e c t i v e viex-j, which a p p l i e s an accuracyc critea&ion 
t o concep tua l i ze and eva lua te conprehension andthe s u b j e c t i v e 
view which a p p l i e s o ther c r i t e r i a r e l a t e d t o t h e i n d i v i d u a l 
comprehender and t h e ac tua l exper ience of t h e message. This 
lo.i 
a r t i c l e develops a framework for four l e v e l s of s u b j e c t i v e 
conprehension on the b a s i s of an e l a b o r a t i o n c r i t e r i o n . 
-, -, STRATEGY, INFLUENCES 
137. HA (Young-Won) and HOCH (Stephen J) . Antoiguity p r o c e s s i n g 
s t r a t e g y and a d v e r t i s i n g evidence i n t e r a c t i o n s . Jou rna l of 
Consumer Research. 16, 5; 1986, Dec? 354-60. 
Although a d v e r t i s i n g persuades through over t appeal 
t o reason or emotion. The focus on t h e i n d i r e c t p rocess , by 
which a d v e r t i s i n g in f luences t h e i n t e r p r e t a t i o n of o b j e c t i v e 
product , evidence. The authors i n v e s t i g a t e s how two f a c t o r s 
moderate a d v e r t i s i n g evidence i n t e r a c t i o n . 
- , BRODUCT, IMPACT, SLEEFER EFFECT 
138. MAZURSKY(David) and SCHUL (Yaacov) . E f f e c t s of a d v e r t i s e n e n t 
encoding on t h e f a i l u r e t o discount informat ion: I n p l i c a -
t i o n for si eeper e f f e c t s . Journa l of Consumer Research. 15, 
9; 1988, June ; 24-36. 
This study examine t h e Impact of encoding of product 
information on temporal changes in product a t t i t u d e s 
fol lowing exposure t o d i scount ing appea l . The sleeperrv 
e f f e c t i v e n e s s over time was observed in two r e p l i c a t i o n 
e f f e c t s , which i s mani fes ted by inc reased message/ e f f e c -
t i v e n e s s over t ime was observed in two r e p l i c a t i o n v*iai 
p a r t i c i p a n t s were induced t o encode t h e message 
e l a b o r a t i v e l y . 
l u i i 
- ^ - , QUALITY, RELATIONSHIP 
139. TELLIS (Gerard J) and FORWELL (Claes) . Relationship between 
ai3vertising and product quali ty over thS product l i f e cycle: 
Contingency theory. Journal of Marketing Research. 2% 4; 
1988, Feb; 64-71. 
The re la t ionship between advert is ing and product 
qual i ty has been a controversial tiTpic in the l i t e r a t u r e 
because of confl ic t ing empirical evidence and divergent 
theor ies about advert ising ef fec ts . The author present on 
in tegrat ive theory based on consumer response to adve r t i -
sing and the cost of producing quali ty products. 
- , - , TRIAL, IMPACT 
140. SMITH (Robert E) and SVvlNYARD (William R). At t i tude 
behavior consistency: Impact of product t r i a l versus 
adver t is ing. Journal of Marketing Research. 20, 2; 1983, 
Aug; 257-67. 
The author extend the d i r e c t / i n d i r e c t experience 
paradigm to a common marketing scenario: product t r i a l 
versus product adver t i s ing. The specific contr ibut ion 
of a t t i t u d e strength and type of behavior are examined. 
And resu l t show tha t a t t i t udes are based on t r i a l they 
predic t purchase very well . When a t t i t u d e are based on 
adver t i s ing . 
1 '.i i 
- , - , WET-CLEAN; CLEANING TISSUE 
141. GALA (Baku!). Try, t r y aga in . Adver t i s ing and Marketing. 
e, 21; 199 5, Feb; 51-8. 
Wet c leaning t i s s u e s may have been an idea whose 
t ime had not yet came; However t h e marketers h a s n ' t qu i t e 
enough to e x p l o i t brand pd i t en t i a l . In India t h e company 
con t inues t o make Sffor t to widen product appeal 
- , PR0DUCTI\rE7 PLAN 
142. MCNIVEI^ ^ (Malcolm A). Plan for more p roduc t ive a d v e r t i s i n g . 
In Harvard Business Review:Advert is ing: Be t t e r p lanning , 
b e t t e r r e s u l t s . Harvard, Harvard College, 1980, p . 124-30. 
The author desc r ibes a p r o d u c t i v i t y program by which 
a conpany can a l l o c a t e the vafious c o s t s ©f a d v e r t i s i n g in 
l i n e with conpany goal and marketing s t r a t e g y . He p o i n t s 
out a r e a s where o p p o r t u n i t i e s for cos t saving may e x i s t . 
- , PROFESSIONALS, TRAINING 
143. TAK (Devendra) . Traiming for t h e j u n g l e : A d v e r t i s i n g 
i n d u s t r y wi l l get t r a i n e d p r o f e s s i o n a l s for t h e f i r s t 
t i m e . Business Ind ia . 446; 199 5, Apr; 122. 
The Mudra I n s t i t u t e of Communication, promoted by 
t h e ad agency Mudra communications, r ep re sen t t h e f i r s t 
1 0 I 
concer ted attempt towards i npo r t i ng a d v e r t i s i n g educa t ion 
i n I n d i a . The Boom in the a d v e r t i s i n g indus t ry coupled 
with the migra t ion of i t s p r o f e s s i o n a l s t o more l u c r a t i v e 
i n d u s t r i e s has c rea ted a grea t demand for t r a i n e d 
p r o f e s s i o n a l s . 
- , RECEPTION, MEDIA, EFFECT 
144. CLEMENT (J) . Effect of media on a d v e r t i s i n g r e c e p t i o n . ^ 
Ten yea r s of a d v e r t i s i n g media r e s e a r c h . London, Thomson 
o r g a n i s a t i o n , 1972.p . 374-80. 
I t i s thought t h a t t h i s approach - i n i t i a l l y in 
one s p e c i f i c f i e l d could l ead t o v a l u a b l e r e sea rch on 
adver t i sement r e c e p t i o n . The information p rov ide from 
phase one and two would be p r e c i s e and u se fu l . The 
informat ion coming from phase t h r e e i s one of more 
exper imental na tu re but could po in t t h e way t o fu r the r 
r e s e a r c h t o t a k l e t h e problem of i n t e r and i n t r a media 
comparison. 
- , RECRUITMENT 
145. DESoUZA (Unnita) . Right hook: PoWer of r e c r u i t m e n t . 
Adver t i s ing and Marketing. 5, 4; 1993, J u l y ; 28-34, 
Adver t i s ing has now become one of the most power-
ful t oo l of r ec ru i tment , but i f not used p rope r ly can be 
extremely c o s t l y and d i s a p p o i n t i n g l y t inproduct ive. The 
1 0 J 
due t o zooming t o media space c o s t . But when t h e adver -
t i s i n g judgements are based on r e l i a b l e and r e l e v a n t 
f a c t s and when the p r i n c i p l e s of e f f e c t i v e communication 
a r e observed, p r e s s a d v e r t i s i n g se rves a s a powerful t o o l 
of r ec ru i tmen t . 
146. DUTT (Devina). Rec ru i t i ng r i c h e s : Agencies and pi±>l icat ions 
have d iscovered t h a t rec ru i tment a d v e r t i s i n g can b r i n g in 
t h e bucks . Business I n d i a . 4 52; 199 5, J u l y ; 115. 
Recruitment ads, t h e r e f o r e , have t o be conspicuous, 
high p r o f i l e and c r e a t i v e . Catchy head l i ne s . Whacky copy 
and a j u d i c i o u s use of g raph ics are now a r egu la r f ea t t i r e . 
Adver t i s ing pund i t s now r e a l i s e t h a t i t would be \inwise 
t o cont inue t r e a t i n g recru i tment ads with d i s d a i n . Conse-
quent ly , most agencies have s-t<5.pped up t h e i r c r e a t i v e 
e f f o r t s v i s - a - v i s t h e s e ads , 
- , REGULATIONS 
147. GILBERT (WS) . Regula t ions of a d v e r t i s i n g , i n Church i l l 
(Gi lber t A), Ed, Adver t i s ing theory and p r a t i c e . Homewood, 
Richard D Irwin, 1983. p . 463-87. 
The fac t t h a t t h e r e i s r e g u l a t i o n of a d v e r t i s i n g 
from any source i s a r ecogn i t i on t h a t t h e market cannot 
be assumed t o be e n t i r e l y s e l f c o r r e c t i n g . J u s t how much 
1 0 ' * 
r e g u l a t i o n , from whom any toward what ends i s determined 
in p a r t by b a s i c assumptions about human na tu re , t h e 
f a i r n e s s of t h e market, and so f o r t h . 
-, RECEPTION, AWARENESS, EFFECT 
148. D'SOUZA (Giles) and RAo (Ram C) . Can r e p e a t i n g an adver-
t i sement more f r equen t ly than t h e competi t ion a f f e c t s 
brand prefe rence in a mature market. Journa l of Marketing. 
59, 2; 199 5, Apr; 3 2-4 2. 
The author conducted an experiment t o f ind o u t . They 
paid ca re fu l a t t e n t i o n to eco log i ca l v a l i d i t y and accura te 
p re fe rence , measurement, d e s i r i n g an experiment t o measure 
t h e incremental e f fec t of a d v e r t i s i n g r e p e t i t i o n an 
awareness preference s h i f t s and brand, choice , 
- , - , BRAND 
149. D'SOUZA (Giles) and Ri^ O (Ram C) . Can r epea t i ng an adver -
t i s emen t more f requen t ly than t h e compet i t ion a f f ec t 
brand pre fe rence in a mature market? Jou rna l of Market ing. 
59, 2; 1995, Apr; 3 2-4 2. 
Would r egu la r u se r s of e s t a b l i s h e d brands be 
s u s c e p t i b l e t o the inf luence of adver t i sements t h a t a re 
r e p e a t e d more than t h e compet i t ion, even i f they have 
t h e advert isement before? The authors conducted an 
1 0 ,/' 
experiment t o f ind o u t . They paid ca re fu l a t t e n t i o n t o 
e c o l o g i c a l v a l i d i t y and accura te p re fe rence measurement 
des igning and experiment t o measure the incremental e f fec t 
of a d v e r t i s i n g r e p e t i t i o n on awareness, p re fe rence s h i f t s 
and brand choice . They d i scuss t h e r e s u l t of t h e experiment 
in terms of i n p l i c a t i o n s for managers^ fu r the r r e s e a r c h on 
a d v e r t i s i n g r e p e t i t i o n and theory development. 
-„ RESEARCH, EFFECTIVENESS 
150. LOVELL (Mark) . Adver t i s ing r e s e a r c h . 2 E '^brcester (Robert M)^  
Ed. Consumer market r e sea rch handbook. London, McGraw H i l l , 
1972.p. 410-47. 
Adver t i s ing r e sea rch have been known t o touch the 
extremes of confidence and d e s p a i r . Assurance have been 
g iven from time t o t ime t h a t a p a r t i c u l a r t echn ique dr 
i n t e r p r e t e r , has been proved beyond reasonable doubt 
t o provide u t t e r l y r e l i a b l e i n d i c a t i o n s of a d v e r t i s i n g 
e f f e c t i v e n e s s . 
. . , - , RADIO and CINEMA 
151. TEER (Frank) , Radio and Cinema r e s e a r c h . ^ Vfercester 
(Robert M), Ed. Consumer market r e sea rch handbook. London, 
McGraw H i l l , 1972. p . 627-39. 
In a d v e r t i s i n g expendi ture terms, t h e Cinema and 
l o o 
r a d i o are tr . inority ^ media. T^e cinema adver t isement g ives 
tremendous c r e a t i v e o p p o r t u n i t i e s to t h e a d v e r t i s e r through 
colour and movemoit on a l a rge screen, rad io offer c r e a t i v e 
o p p o r t u n i t i e s of a d i f f e r e n t types and can claim high 
a t t e n t i o n among l i s t e n e r s . In t h e rad io and cinema adver-
t i sement t h e amount of e f f o r t s which goes i n t o campaign 
p lann ing for t h i s medium i s small compared with t e l e v i s i o n 
and t h e p r e s s . 
- , RESPONSES, STRATEGIES and TECHNIQUES 
152. BENSON (Nancy), ^^^t f a c t o r s a f f e c t s response t o a d v e r t i s e -
ments. In Church i l l (Gi lber t A), Ed. Adver t i s ing theo ry 
and p r a c t i c e . Homewood, Richard D Irwin, 1983. p . 160-80, 
In t h i s chapter , which serves as a i n t r o d u c t i o n t o 
t h e examination of the s t r a t e g i e s and t echn iques t h a t 
a d v e r t i s e r may etrploy in p u r s u i t of t h e i r d ive r se ends. 
The author a t t e n p t to suggest some of t h e o p p o r t u n i t i e s 
and l i m i t a t i o n s t h a t face them which dea l ing with mass 
communication t o i n d i v i d u a l s . The frame of r e f e r e n c e 
concept o f f e r s us a s t a r t i n g po in t t o unders tand adver -
t i s i n g response . 
lo / 
- , RESTRUCTURING 
153. ViNEY (Robert M) . Solving t h e agency-c l i en t mismatch: 
Major r e s t r u c t u r i n g pu t s a d v e r t i s e r s on d i f f e r e n t l e v e l s 
than t h e i r agenc ie s . Adver t i s ing Age. i993. May, 24; 20. 
Many c l i e n t s t h a t have n e t ye t begun t o make major 
changes in t h e way they ope ra t e a re in s e r ious t r o u b l e . 
These changes involve nothing l e s s than a r e i n v e n t i n g of 
t h e e x i s t i n g agency o r g a n i z a t i o n and t h e way agenc ies 
work with c l i e n t s . T h a t ' s what needed t o e f f e c t i v e l y 
meet t h e needs of c l i e n t s who a re r e inven t ing t h e i r own 
o r g a n i z a t i o n and work p r o c e s s . Those agenc ies t h a t 
prosper in the '90s wi l l be those t h a t succes s fu l l y 
errbrace change as an ongoing a l l y in meeting c o n s t a n t l y 
changing c l i e n t needs . 
-., RESULTS, CONSUMER BEHAVIOR 
154. JONES (Bob). Tracking a d v e r t i s i n g r e s u l t s . In Church i l l 
(G i lbe r t A), Ed. Adver t is ing theory and p r a c t i c e . Homewood, 
Richard D Irwin, 1983. p . 889-911. 
In t h i s chapter t h e a d v e r t i s e r a t te r t^ t t o t r a c k t h e i r 
e f f o r t s in order t o gain unders tanding of consumer behavior , 
t o avoid c o s t l y mis takes in t h e f u t u r e and t o add s t r u c t u r e 
t o an unce r t a in a rea . I d e a l l y t r a c k i n g as undertaken only 
a f t e r a care fu l r e f i n i n g of what, e x a c t l y , t h e a d v e r t i s i n g 
i s intended t o accompl^h in t h e o v e r a l l market ing p i c t u r e . 
iO> ) 
- , SALES, ECONOMETRIC- APPROACH 
155. LEONE (Robert P) . Modeling s a l e s - a d v e r t i s i n g r e l a t i o n -
s h i p : I n t e g r a t e d t ime s e r i e s - econometric approach. 
Journa l of Marketing Research. 20, 2; 1983, Aug; 291-5. 
The author d i scus ses the d i s t i n c t i o n s between 
t h e econometric and t im®,se r i e s approaches and, through 
a m u l t i v a r i a t e t ime s e r i e s a n a l y s i s , explore t h e competi-
t i v e environment of an i ndus t ry in which a d v e r t i s i n g i s 
t h e main source of compet i t ion . 
- , - , PROiyDTION 
156. STRANG (Roger A). S a l e s |)romotion - f a s t growth f a u l t y 
management. Jn Harvard Business Review: Adver t i s ing : 
Be t t e r Planning, b e t t e r r e s u l t s . Harvard Col lege, 1978. 
p . 97-106. 
The s a l e s promDtion have been g r e a t e r than those 
on a d v e r t i s i n g and have been growing at a f a s t e r r a t e 
as we l l . Yet in surveying a number of l ead ing marketers 
•and a d v e r t i s i n g agencies in add i t ion t o a cons ide rab l e 
amount of publ i shed mate r i a l about promDtion a c t i v i t i e s . 
Indeed few companies compile b a s i c informat ion on how 
much they a re spending on p rona t ion kntiw how e f f e c t i v e 
t h e i r e f f o r t s in promotion have been or have long term 
c o r p o r a t e p o l i c i e s t o guide i t s management. 
i oJ 
- , _ , -^ PERCENTAGE 
157. DA CUNHA (Sylvester) . What i s t he r i g h t spend: Adver t i s ing 
t o s a l e s percentages vary from indus t ry t o i n d u s t r y . 
Business I n d i a . 39 5; 1993, Apr26 - May 9; 100. 
Adver t i s ing t o s a l e s percentages vary widely from 
i n d u s t r y t o i n d u s t r y . Recent ly publ i shed f igures of I n d i a ' s 
aiSvert is ing b i g g i e s show tha t Hindustan Leve r ' s a d v e r t i s i n g 
r iepresonts 2. 5 pe rcen t of i t s s a l e s . ITC spend one p e r c e n t . 
Brook Bond 3 percent of N a s t l e ' , 5 p e r c e n t . These f i g u r e 
r e p r e s e n t a d v e r t i s i n g / p i i ) l i c i t y and do not inc lude s a l e s 
promotion and o the r s a l e s heads . 
- , - , RESR3NSE, IMPLICATIONS 
158. TULL (Donald S) and WDOD (Van R) . 'Leveraged' dec i s i on 
making in a d v e r t i s i n g : F ia t maximum p r i n c i p l e and i t s 
i m p l i c a t i o n s . Jou rna l of Marketing Research. 23, 4; 
1986, Feb; 25-3 2. 
The author examine t h e impl i ca t ion of t h r e e adver -
t i s i n g t o s a l e s response func t ion . The r e sea r ch f i n d i n g s 
a r e d i scussed in term of a d v e r t i s i n g budget ing and 
f u t u r e r e sea rch in a d v e r t i s i n g e f f e c t s . 
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- , SATELLITE, COST, e f f e c t o n CLIENTS 
159. KARMALI (Naazneen) & PAUL (Anuradha) . Bigger buys, b e t t e r 
d e a l s : Bulk media i s now an avenue t h a t b i g India ad 
agencies are s e r i o u s l y e x p l o r i n g . Business Ind ia . 407; 
1993, Oct, 11-24; 97. 
Ris ing media cos t and inc rea s ing media o p t i o n s , 
p a r t i c u l a r l y in t h e s a t e l l i t e sphere, a r e promoting 
b i g budget a d v e r t i s e r s t o ask t h e i r agencies t o s t r e t c h 
t h e i r a d v e r t i s i n g rupee as for as i t s can ^o . I t might 
be s t a t i n g t h e obvious t o say t h a t c l ou t counts , but i t s 
most ly t h e l a rge agencies t h a t can hope t o n e g o t i a t e 
b e t t e r dea l s for t h e i r c l i e n t s . 
- , SERIAL CORRELATION amd DATA AGGREGATION, EFFECT 
160. VffiiSS (Doyleh), VffilNBERG (Charles B), and WINDAL ( P i e r r e M) . 
Effect of s e r i a l c o r r e l a t i o n and data aggrega t ion on adver -
t i s i n g measurement. J o u r n a l of Marketing Research. 20, 2; 
1983, Aug; 268-79. 
I-Iany annual data s e r i e s for the s a l e of branded 
consumer goods e x h i b i t marked auto c o r r e l a t i o n which 
provide s i g n i f i c a n t f i t s with lagged v a r i a b l e a d v e r t i s i n g 
s a l e s response models. Concern con t inues t o be expressed 
t h a t t h e gou.rce'^f such a u t o c o r r e l a t i o n i s not a d v e r t i s i n g 
e f f o r t s bu t spurous e f f e c t s from temporal da ta aggrega t ion 
i/i 
and some researchers have criticized advertising studies 
using annual data as being misleading. 
- , SOCIAL 
161. HENLEY (Kate). Other half: Advertising and s e n s i t i v i t i e s . 
Advertising and Marketing. 4, 4; 199 2, July; 22-6. 
Advertising which exploi ts image, se l f worth and 
social standing i s seen as undermining the r i g h t s of the 
individual or the entitlement to be an individual Advert i -
sing need to draw \jp an agenda and disseminate i t as 
widely as possible, so tha t they are on the front foot 
end not away answering c r i t i c i sm. 
-, -, EFFECTS 
162. DANIELS (Draper). Advertising and c i t i z e n s : Areas of 
controversy. ^ Churchill (Gilbert A) ^ j d . Advertising 
theory and p rac t i ce . Homewood, Richard D Irwin, 1983. 
p . 439-60. 
Advertising to express pa r t i cu la r ideas on contro-
vers ia l subjects should be encouraged. I t provide access 
to the market place of ideas for those who otherwise might 
not be able to get the i r point of view disseminate to a 
large audience. Advertising is simply an enormous presence 
in our society. As such i t presumably may have ef fec ts 
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beyond t h e s e normally considered t o be t h e province of 
t h e ecorHDinic t r a n s a c t i o n s of the market. 
- , - , CONSUMERS 
163, ELIOfHOTOU (Maria). Social e f f e c t s of a d v e r t i s i n g : A 
response t o c r i t i c s . Journa l of Business and Soc ie ty . 
4, 2; 1991, J u l y ; 17 2-81 . 
In l i g h t of t h e s e obse rva t i ons , one may j u s t i f i a b l y 
reach t h e conclusion t h a t a d v e r t i s i n g ' s power and i t s 
in f luence on consumer and s o c i e t y a s a whole has been 
g ros s ly exoggerated. Adver t i s ing i s c l e a r l y not t h e 
v i c i o u s and manipula t ive p-iver i t s c r i t i c s envisage I t t o 
b e . Nonetheless , t h e c r i t i c a l observer must r e s i s t t h e 
tendency t o g e n e r a l i z e and must recognize t h e f ac t t h a t 
whereas adver t i sements wi l l f a i l t o manipulate most 
consumers some commercial message wi l l o c c a s i o n a l l y 
mislead and manipula te . 
~ , - , PUBLIC SERVICE 
164. BAGOZZI (Richard P) and MOORE (David J ) . Pub l i c s e r v i c e 
adve r t i s emen t s : Emotions and errpathy guide proSocia l 
behav io r . Journa l of Marketing. 58, 1; 1994, Oct; 56-70. 
To develop and t e s t a t h e o r y of how p u b l i c s e r v i c e 
1/0 
adver t i sements funct ion t o Induce he lp ing r e sponses . Btiil-
d ing on Laza rus ' s general theory of enxjtion and adap t ion . 
The pi±>lic se rv ice ads designed t o reduce the i n c i d o i c e 
of ch i l d abuse s t i m u l a t e nega t ive emotions. 
-,-, RESPONSIBILITY 
165. REDDY (Ahaskara M) . Social r e s p o n s i b i l i t y of businessmen 
in a d v e r t i s i n g . Indian Journa l of Marketing. 11/ 3; 1980, 
Nov; 7-12. 
Adver t i s ing i s a t oo l of bus ines s and smal l , l o c a l 
and na t iona l in t h e never ending search for cus tomers . 
Adver t i s ing a lso can make s i g n i f i c a n t contr ibvt t ion t o n-^n-
b u s i n e s s v e n t u r e s . Understanding of a d v e r t i s i n g and i t s 
r o l e in modern soc i e ty i s one facet of be ing an informed 
person in t o d a y s ' world. Adver t i s ing p rov ides information 
for b e t t e r behav ior . 
-., SPENDINCT RESEARCH 
DASl^ ISH (Kirk T) , How much t o spend for a d v e r t i s i n g . 2ll 
166. T o o t e l l i a n (Dennis), Ed. Marketing Management. Santa 
l ^n ica , Goodyear Pub, 1980. p . 317. 
I t seems, however t ha t market r e sea rch has 
s tayed away from an extremely important marketing i s sue , 
namely how much t o spend on a d v e r t i s i n g . With out 
ques t ion i s loaded with p o l i t i c s , i r r a t i o n a l i t y oppor-
tunism and vsn i t ' ' t o mention some of t h e l e s s e r s i n s . 
a 
The purpose of t h i s paper i s t o i n v i t e the g r e a t e r p a r t i -
c i p a t i o n of market r e sea rch people i n t h e i s sue of how 
much t o Spend on a d v e r t i s i n g . 
- , STRATEGIES 
167. DROGE (Cornelia) and DARMON (Rene Y) . Assoc ia t ive p o s i t i o n -
ing s t r a t e g i e s through comparative a d v e r t i s i n g : A t t r i b u t e s 
ve r sus o v e r a l l s i m i l a r i t y approaches. Jou rna l of Marketing 
Research. 24, 5; 1987, Nov; 377-88. 
The author compare the r e l a t i v e e f f e c t i v e n e s s of 
COnparat ive/non-comparat ive and produce basecVnon product 
based a d v e r t i s i n g in t h e implementation of an a s s o c i a t i v e 
s t r a t e g y for cogn i t i ve brand p o s i t i o n i n g . The r e s u l t i n d i c a t e 
t h a t d i r e c t conpara t ive adver t i sements a re supe r io r in 
engendering o v e r a l l brand p o s i t i o n i n g . 
168. VIPUL. Management accountant : Need for s t r a t e i q o r i e n t a t i o n . 
Management Accountant. 30, 3; 1995, Mar; 167-9. 
The author o u t l i n e s t h e stre"^egic a reas of management 
accountant in the new environment of r e e n g i n e e r i n g and 
r e s t r u c t u r i n g . The r e s c e n t p o l i c i e s of l i b e r a l i s a t i o n of 
t h e govt , has given only a t a s t e t o t h e Ind ian i n d u s t r y 
of t h e share of t h i n g s t h e fu tu re has in s t o r e for i t . 
l / . J 
- , - , BRjySID EXTENSIONS, EFFECT 
169. SMITH ( D e n i l l C) and PARK (vvhan C) . E f f e c t s of b r a n d 
e x t e n s i o n s on market s h a r e and a d v e r t i s i n g e f f i c i e n c y . 
J o u r n a l of Marke t i ng R e s e a r c h . 2 9 , 3 ; 1992, Atjg; 2 9 6 - 3 1 3 . 
The a u t h o r s examine t h e e f f e c t s of b r a n e s t r a t e g y 
on new p r o d u c t market s h a r e and a d v e r t i s i n g e f f i c i e n c y , 
and t h e d e g r e e t o which t h e s e e f f e c t s a r e mode ra t ed by 
c h a r a c t e r i s t i c o f t h e b r a n d , t h e p r o d u c t t o which i t i s 
e x t e n d e d , and t h e market i n which t h a t p r o d u c t c o m p e t e s . 
The f i n d i n g i n d i c a t e t h a t t h e b r a n d e x t e n s i o n s c a p t u r e 
g r e a t e r market s h a r e and r e a l i z e g r e a t e r a d v e r t i s i n g 
e f f i c i e n c y t h a n i n d i v i d u a l b r a n d s . 
- , - , COMPETITION, DYNAI-nC 
170. ERICKSON (Gary M) . A d v e r t i s i n g s t r a t e g i e s i n a dynamic 
o l i g o p o l y . J o u r n a l of Marke t ing R e s e a r c h . 3 2 , 2 ; 1995, 
May; 2 3 3 - 7 . 
The a u t h o r u s e s a dynamic model o f o l i g o p o l i s t i c 
a d v e r t i s i n g c o m p e t i t i o n , i n which c o m p e t i t o r s a r e assumed 
t o make a s e r i e s of s i n g l e p e r i o d a d v e r t i s i n g d e c i s i o n 
w i t h s a l v a g e v a l u e s a t t a c h e d t o a c h i e v e s a l e s i n each 
p e r i o d a s t h e f o u n d a t i o n fo r e m p i r i c a l a n a l y s i s of t h e 
c o m p e t i t i v e s i t u a t i o n i n v o l v i n g t h e t h r e e l a r g e s t r e a d y 
t o e a t c e r e a l m a n u f a c t u r e s k e l l o g g . Ge ne ra l M i l l s and 
t h e Pos t d i v i s i o n o f P h i l i p M o r r i s G e n e r a l g o o d s . 
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~, -, CONSUMER, ATTITUDES 
1 7 1 . HaUGTVEDT ( C u r t i s P ) , SCHUI'^KN ( D a v i d vi) , SCHNEIER (ifondy 
c) and WARREN (Wendy C) . Advertising r epe t i t i on and var ia -
t i on s t r a t e g i e s : Inplicat ions for ion d erst an ding a t t i t u d e s 
s t rength.Journal of Consumer Research. 21/ 1; 1994, June; 
176-89. 
This a r t i c l e indicates the impact of various adver-
t i s i n g repe t i t ion s t r a t eg i e s on consumer a t t i t u d e s . In 
study 1 show that different advert is ing var ia t ion s t r a t e g i e s 
can lead to the development of equally oos i t ive a t t i t u d e s . 
Study 2 show that despite the appearance of equal ef fec t -
iveness or the dimension of extremity. 
- , - , VARIATIONS 
17 2, HAU3TVEDT (Cxirtis P) and SCHUMANN (David Vt} . Advertising 
r e p e t i t i o n and var ia t ion s t r a t e g i e s : Implications for 
understanding a t t i tude strength. Journal of Consgmer Research. 
21, 1; 1994, June; 176-89. 
Researchers need to move beyond the simple measure 
of a t t i t ude extermity to more c lear ly assess the impact of 
various advert ising repe t i t ion s t r a t eg i e s on consumer 
a t t i t u d e . In study 1 show tha t d i f ferent adver t is ing 
var ia t ion s t r a t eg ies can led t o the development of equally 
pos i t ive a t t i t udes even though the ba s i s of the a t t i t u d e s 
is quite d i f ferent . In study 2 show tha t despi te the 
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appearance of equal e f f e c t i v e n e s s on t h e dimensions of 
ex t remi ty , p e r s i s t e n c e , and confidence, t y p e of a d v e r t i s i n g 
r e p e t i t i o n s t r a t e g y d i f f e r e n t i a l l y in f luence t h e ex ten t 
t o vhich i n d i v i d u a l s r e s i s t change in t h e face of a coxanter-
p e r s u a s i v e a t t a c k . 
-., TECHITOLOGY 
173. DECUNHA (Gerson) . Message with a miss ion . Adver t i s ing and 
Market ing. 6, 2; 1994, Apr; 34-7. 
The goal was t o show how a d v e r t i s i n g technology 
Could he lp in something as important a s the decay of a 
major c i t y . Each agency took up one aspec t if the-iproblem, 
analysed i t and came vtp with c r e a t i v e s o l u t i o n for p r e s s 
r ad io and cinema as well as media p l a n . The e f f o r t s was 
launched by two f u l l pages ads in newspapers, 
.-, TV, ATTITUDE, CHILDREN, CONSISTENCY 
174. ROEDDER (Deborah L) and STERNTHAL (Brain) . A t t i t u d e - b e h a v i o r 
cons i s t ency in c h i l d r e n ' s responses t o t e l e v i s i o n a d v e r t i -
s i n g . Journa l of Marketing Research. 20, 3; 1983, Nov; 
337-49. 
The author examine the cond i t ions \inder which c h i l d r e n 
a r e l i k e l y t o make a t t i t u d e c o n s i s t e n t choices in response 
t o a t e l e v i s i o n commercial. Th is show t h a t c h i l d r e n ' s age 
and t h e demand of t h e choice t a sk a re de te rmina ts of 
a t t i t u d e behavior cons i s t ency . 
l /o 
- , - , CABLE, GROWTH 
175. ROSENTHAL (EdriDnd M) . Cable TV' s ad growth looks to be 
level ing out . Advertising Age. 1993; May, 24; 18. 
After year of healthy advert is ing revenue increases, 
cable TV may be coming down to ear th . A majority of agency 
media buyers and marketers executives contacted in an 
exclusive advert is ing age/e lect ronic media survey say 
cable will get roughly the same percentage of t he i r TV 
budgets. 
~, - , COMffiRClALS, e f f e c t o n CHILDREN 
176. VilARD (Scot t ) . Compromise in commercials for chi ldren. In 
Harvard Business Review: Advertisings Better planning, 
be t t e r r e s u l t s . Harvard: Harvard College, 1978.p. 167-75, 
In the recent was between consumer a c t i v i t i e s and 
regulatory agencies on the one hand, and the TV adver t i sers , 
On the other/ however the red issues underlying the various 
charges against TV advert is ing for chi ldren are far from 
clear cut, says t h i s author. He points out the controversy 
are adopting a p o l i t i c a l - l e g a i approach tha t involves a 
cost ly and protracted b a t t l e and the suggests a more 
ra t iona l a l te rna t ive using research based educational 
methods. 
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- , -, RESRDNSE, CHILDREN 
177. SMITH (ML) and SEVER (TG) . Young viewsers , trox±)llng 
response t o TV ads . ^ Harvard Business Review: Adver t i s ing : 
Be t t e r p lanning, b e t t e r r e s u l t s . Harvard: Harvard Col lege , 
197 5. p . 15 5-66. 
The a u t h o r s ' r ecen t study had to say about t e l e v i s i o n 
commercials for c h i l d r e n ' s p roduc t . And t h a t no un l ike t h e 
responses they r e c e i v e from o the r young viewers responses 
t h a t TV ad w r i t e r s may not r e a l i z e they evoke. 
-,-, COMPETITIVE CLUTTER, EFFECT 
178. KENT (Robert J) . Conpe t i t ive c l u t t e r in network t e l e v i s i o n 
a d v e r t i s i n g : Current l e v e l s and a d v e r t i s e r r e s p o n s e s . 
Jou rna l of Adve r t i s ing Research. 3 5, 1; 1995, Jan-Feb; 
49-57. 
Recent f indings i n d i c a t e s t h a t compet i t ive messages 
can reduce t h e memorabili ty of information from t e l e v i s i o n 
ads . The cause and p o t e n t i a l e f f e c t s of Competit ive c l u t t e r 
a r e desc r ibed and an enhance a n a l y s i s of compet i t ive ove r -
lap in net^^rk t e l e v i s i o n i s provided. These responses 
invo lves changes t o common ad t a r g e t i n g , c r e a t i v e , media 
and r e sea r ch p r a c t i c e s . 
l . . i 
-, ~, DEMOGRAPHIC, SEG>ENT, 25-54 AGE GROUP 
17 9. STEENHUYSEN ( J u b l i e ) . TV a d v e r t i s e r s day f o l l o w t h e a g i n g 
boomer: N e a r l y h a l f t a r g e t 25 t o 54 demographic , t h e young 
d o n ' t v^ t ch much TV. A d v e r t i s i n g Age. 1993, May, 24; 39 . 
T h e i r b a s i s i s i s t u r n i n g g ray and t h e i r w a i s t s 
a r e g e t t i n g th i c l<e r , b u t baby boomers , a r e s t i l l a p p e a l i n g 
t o ne twork TV a d v e r t i s e r . The a u t h o r i n d i c a t e t h e most 
d e s i r e d demographic segment fo r a d v e r t i s e r s on p r i m e t i m e 
n e t w o r k . TV has s h i f t e d t o v iewer age 25 t o 54 from 18 t o 
49 t h r e e y e a r s ago . The o l d e r - s k e w i n g a u d i e n c e r e f l e c t s 
t h e f a c t t h a t same m a r k e t e r s a r e k e e p i n g t h e i r s i g h t s 
t r a i n e d on t h e moving t a r g e t o f t h e a g i n g boomers . 
- , - , DOORDARSHAR, SPONSORED PROOlAr^lES 
1^6. NARAYAN (SV) and MALHOIRA (Sadhna) . Sponso r ing s u c c e s s : 
S tudy of sponso red T e l e v i s i o n p r o g r a m s . I n d i a n J o u r n a l of 
M a r k e t i n g . 16, 7; 1986, Mar; 17-29 . 
Sponso r ing of p rograms on t e l e v i s i o n - p a y i n g f o r t h e 
t i m e s l o t and t h e p r o g r a m ' s p r o d u c t i o n - i s g a i n i n g g r o u n d 
in I n d i a . C o n s i d e r i n g i t s c o s t s , t h i s form of m a r k e t i n g 
p r o n t ) t i o n need t o be s t u d i e s i n t e r m s of i t s i n p a c t so 
t h a t p o l i c y d e c i s i o n c o u l d be t a k e n b a s e d an impact 
s u r v e y among e d u c a t e d g i r l s of middle and h i g h e r income 
g r o u p s . The t a r g e t a u d i e n c e fo r most p r o d u c t s a d v e r t i s e d 
l 6 L 
on Doordarshan. This study a t t empts t o eniimerate t h e s t e p s 
t h a t could be talcen t o make such sponsored programs more 
e f f e c t i v e . 
- , - , IMPACT, CHILDREN 
181. GORN (Gerald J) and GOLDBERG (Marvin E) . Impact of t e l e v i -
s ion a d v e r t i s i n g on c h i l d r e n s from low income f a m i l i e s . 
J o u r n a l of Consiroer Research. 4, 1; 198 2, Sep; 86 -8 . 
A study on TV a d v e r t i s i n g and low Income c h i l d r e n 
suggested than even one exposure t o a commercial produced 
favourab le a t t l t u a e s towards the a d v e r t i s e d p roduc t . Addi-
t i o n a l exposure v«re necessary however, t o i n f luence t h e 
c o n t r o l group t o o b t a i n t h e adver t i sed p roduc t . 
- , TV NETVJDRKS, EXPANSION, PROGRAM 
182. KIM (Junu Bryan) , Adver t i se r hold key t o expansion. 
Adver t i s ing Age. 1993, Apr, 19; 36. 
Now networks wi l l have a narrow audience and adver-
t i s e r base , but can they t a k e in enough a d v e r t i s i n g t o pay 
for programming c o s t s . In e f f e c t viewer he lp networks pay 
for new programming, l a r g e r audiences he lp networks genera te 
h igher ad revenues which he lp s fund program expenses . 
lu 
-, -, PROGRAMMING 
183. MLTJDESE (Joe), Not ad, not show - i t s bliurraercial: TV 
networks, advert isers l ink to create hybrid formats. 
Advertising Age. 1993, Oct, 4; 16. 
A var ie ty of hybrid formats merging programming, 
promotion and advert is ing are flooding the air waves, part-
icu la r ly the big 3 networks b lurr ing d i s t inc t ions for 
viewers and adver t i se rs . An the 3 networks and most other 
nat ional TV programmers have begun a i r ing t h e i r logons 
during regular programming. Intervials to remain viewers 
of the channel they are watching and to protect copy 
r i g h t . 
- , - , miciNG 
184. FAjEN (Stephen R) . More for your m^ney from the media. Iri 
Harvard Business Review: Advertising: Better planning, 
be t t e r r e s u l t s . Harvard, Harvard College, 1978. p . 88-95. 
Lead by te levis ion , the media have increased the i r 
p r ices to adver t i se rs tremendously over the past t en year. 
But as the i r p rof i t s have swelled, the various media are 
giving l e s s value for the dollar ACC to t h i s author. He 
explores t he his tory and future of media pr ic ing in order 
t o t e l l adver t isers what they can do to get more for t h e i r 
money in t h i s inf la ted media market. 
163 
-,-, PRIME TIME, CUUTTER, EFFECT 
185. PILLAT (Sanlcara) . What i t r e a l l y does: Analysis r e v e a l s 
t h a t programmes acoDunting for 20 percen t of t h e t e l e c a s t 
hours on n a t i o n a l network ca r ry 60 percen t of t h e t o t a l 
a d v e r t i s i n g . Adver t i s ing and Marketing. 2, 8; 1990, Dec; 
6S-1. 
The study found t h a t for prime t ime prograinmes, t h e 
viewer ship for t h e a d v e r t i s i n g capsule tended t o be s u b s t -
a n t i a l l y lov-jer, i r r e s p e c t i v e of t h e c l u t t e r l e v e l . The 
impact on a d v e r t i s i n g n o t i c e a b i l i t y and r e c a l l i s much 
g rea t e r t h a t t h e e f f ec t of t h e e ros ion ot a d v e r t i s i n g 
vievjership. 
-,-, DEVELOPMENT 
186. MANDESE ( J o e ) . Big a d v e r t i s e r s l i nk t o fund TV shows. 
Adve r t i s i ng Age. 1993, Apr, 26; 2. 
Major a d v e r t i s e r , i nc lud ing genera l motor corp and 
p r o c t o r and Grarrible Cd. a re terming a c o a l i t i o n t o fund 
t h e developn^nt of prime t ime network TV programming. The 
c o a l i t i o n ' s goal i s t o lower t h e c o s t s of a d v e r t i s i n g t o r 
a d v e r t i s e r s and inc reased thS p r o f i t a b i l i t y of t h e show 
for the networks. The a d v e r t i s e r may a l so t ake an equ i ty 
p o s i t i o n in the shDWs, giving them a change t o p a r t i c i p a t e 
in the program's p r o f i t s . 
1.-) t 
-, -, RATING, COMMERCIAL BREAKS 
187. DANAHER (Peter J) . What happens t o t e l e v i s i o n r a t i n g s 
dur ing commercial b r e a k s . Journa l of Adver t i s ing Research. 
3 5, 1; 1995, J an-Feb; 37-8 . 
The study t e l e v i s i o n audience l e v e l s during commer-
c i a l breaks by r e c a l i b r a t i n g t h e people meter t o produce 
Second by second r a t i n g s . The audience l e v e l show a 
s torpris ing amoimt of change not j u s t during commercial 
b reaks and between programs bu t a l so dur ing programs. As 
e:!cpected t e l e v i s i o n r a t i n g drop during commercial b reaks 
bu t only by 5 p e r c e n t . I t appears t h a t c h a r a c t e r i s t i c s 
o£ the commercial break, such as number of ads in t h e 
break and length of ads have and e f fec t on the ad break 
r a t i n g s , 
- , - , RESEARCH, EFFECT 
188. TWiTMAN (WA) . Te lev i s ion media r e sea rch . In Wbrcester 
(Robert M), Ed. Consumer market r e sea r ch handbook. London, 
McGraw H i l l , 199 2. p . 577-624. 
The i nc rea s ing complexity and cos t of product and 
media r e sea rch has a l ready led t o suggested t h a t more 
a t tempt should be made t o i n t e g r a t e t h a t more at tempt 
should be made fo i n t e g r a t e r e sea rch system financed on 
indus t ry b a s i s . This i s c l e a r l y a development which i f 
1 5 . J 
progressed would e f fec t thS na tu re of t h e t e l e v i s i o n 
r e sea r ch system as a whole and p o s s i b l y have some in f luence 
on t h e t echn iques used. 
- . - , TACTICS e f fec t on ADOLESCENTS 
189. BOUSH (David M) and FRIESTAD (Marian) . Adolescent skep l i c i sm 
toward TV a d v e r t i s i n g and knowledge of a d v e r t i s e r t a c t i c s . 
Journa l of Consumer Research. 21^ 1; 1994, June; 165-75. 
A l o n g i t u d i n a l s tudy of middle school s t u d e n t s 
examined ado lescen ts , skep l ic i sm toward a d v e r t i s i n g and 
t h e i r b e l i e f s about t h e pe r suas ive t a c t i c s a d v e r t i s e r 
employ. Comparison across grade l e v e l and over t h e course 
of t h e school year ind ica ted t h a t knowledge about a d v e r t i s e r 
t a c t i c s development in t h e d i r e c t i o n of t h e a d u l t under-
s t a n d i n g . 
- > - , VIEWER, ATTITUDE 
190. MURRY (John P) and LASTOVICKA (John D . Feel ing and l i n k i n g 
responses t o t e l e v i s i o n programs: Examination of two exp la -
n a t i o n s for media context e f f e c t s . Journa l of Consumer 
Research. 18, 4; 1992, Mar; 441-51, 
This research e m p i r i c a l l y examined how t o f e e l i n g s 
e l i c i t e d by t e l e v i s i o n programs and t h e l i n k i n g of t e l e v i s i o n 
programs a f fec ted v iewers , e v a l u a t i o n s of commercials. 
Subject f e e l i n g s were manipulated by viewing p o s i t i v e . 
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n e g a t i v e or n e u t r a l emot ion - e l i c i t i n g program w h i l e 
p rogram l i n k i n g was c o n t r o l l e d s t a t i s t i c a l l y . V i e w e r s 
l i n k i n g of programs p o s i t i v e l y i n f l u e n c e d a t t i t u d e t o w a r d s 
t h e ad and a t t i t u d e toward t h e brandy w i t h t h e e f f e c t on 
t h e l a t t e r med ia t ed t h r o u g h t h e fo rmer , 
-, -, VIE VffiR SHIP MEASUREMENT 
191 . VIKRAM. l n c > j - 3 ; t o w a r d s m e t e r s : Riv.al <§ffers of a TV 
v i e w e r s h i p measurement sys tem a r e s t i l l a t t h e e v a l u a t i o n 
s t a g e . B u s i n e s s I n d i a . 4 51; 1995, J u n e - J u l y ; 128. 
P i t y t h e poor media p l a n n e r . With new c a b l e and 
s a t e l l i t e TV c h a n n e l s b e i n g laxinched on a n e a r d a i l y 
b a s i s e v a l u a t i n g them f a i r l y i s p r o v i n g t o b e q u i t e a 
t a s k . But t h e p r o p o s a l s on o f f e r from r i v a l r e s e a r c h 
a g e n c i e s a r e bogged down in a l o n g drawn o u t e v a l u a t i o n 
by a Committee made up of t h e I n d i a n s o c i e t y o f a d v e r -
t i s e r s , t h e a d v e r t i s i n g a g e n c i e s a s soc i i a t ion of I n d i a and 
d o o r d a r s h a n . Both grot:tt3s a r e f i e r c e l y p r o m o t i n g t h e i r 
t e c h n o l o g y as t h e more s u i t a b l e o n e . 
--, THEORIES, EFFECTS, PRICE 
192. MITRA (Anusree) and LYNCH (John G) . Toward a r e c o n c i l i a t i o n 
of market pover and i n f o r m a t i o n t h e o r i e s of a d v e r t i s i n g 
e f f e c t s on p r i c e e l a s t i c i t y . J o u r n a l of Consumer R e s e a r c h . 
21 , 4 ; 1995, Mar; 6 4 4 - 5 9 . 
T h i s r e s e a r c h a t t e n p t e d a t h e o r e t i c a l and e m p i r i c a l 
16 
r e c o n c i l i a t i o n of conpeting t h e o r i e s and da ta a s s o c i a t e d 
with t h e " a d v e r t i s i n g as information" and a d v e r t i s i n g as 
market- power both our t h e o r e t i c a l framework and our f ind ing 
are more germane to unders tanding the economic e f f e c t s of 
a d v e r t i s i n g as a marketing i n s t i t u t i o n then t o a id ing the 
d<^cisions of t h e marketing manager of an ind iv idua l f i rm. 
I t i s not pos s ib l e t o draw s p e c i f i c conclus ions about t h e 
e f f e c t s of a s i n g l e b r a n d ' s a d v e r t i s i n g from t h i s r e s e a r c h . 
-,, TOURIST INDUSTRY, PROMOTION 
193. BATRA (LK) . Role of a d v e r t i s i n g in promoting t o u r i s t 
i n d u s t r y . Indian Jou rna l of Marketing. 16, 2 -3 ; 1985, 
Oct-Nov; 30-2 . 
In t h i s approsdi an e-^^ft-rts has been made t o have 
an overview of t o u r i s t indus t ry in India and t o suggest 
how marketing concept can be appl ied in t h e t o u r i s t 
indus t ry t o make i t more a t t r a c t i v e and v i a b l e one . I t 
i s way of l i f e in v^^ich a l l r e sou rces of an o r g a n i s a t i o n 
sre mobi l ised t o c r e a t e , s t imu la t e and s a t i s f y t h e 
customer and at a p r o f i t , 
- , TRANSFORMATION, 1995 
194. .^ iBRAHAM (Sarah) . Vferk piacS 1995. Business Ind i a . 447; 
1995, Apr-May; 64-70. 
As Indian companies t r y t o manage change, t h e 
concept of work i s undergoing a t r a n s f o r m a t i o n . The work 
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place o f f e r s new t h r e a t s and new cha l lenge t o o . I t ' s 
obvious t h a t companies a r e cha r t i ng d i f f e r e n t cou r se s t o 
t h e conirrDn goal of b e t t e r h e a l t h for both t h e company 
and i t s employees. In t h a t p rocess , t h e r e i s no aspec t 
of worl< p lace - phys i ca l , s o c i a l and p s y c h o l o g i c a l . 
-, TRANSNATIONAL 
195. KILLOUGH (Jamss) . Improved payoffs from t r a n s n a t i o n a l 
a d v e r t i s i n g . In Harvard Business Review. A d v e r t i s i n g : 
Be t t e r p lanning , b e t t e r r e s u l t s . Harvard, Harvard Col lege, 
1978. p . 115-23. 
The author d i s c u s s e s t h e ODmmon dominator for a n 
i n t e r n a t i o n a l a d v e r t i s e r - t h e p lanning p roces s , he 
proposes a way of looking a t the t^o major elements -
idea p r o p o s i t i o n and c r e a t i v e p r e s e n t a t i o n i n t h e 
t r a n s f e r of a d v e r t i s i n g across geographical boundar ies 
t o improve t h e chances for g e t t i n g b e t t e r r e s u l t s . 
-., TRENDS 
196. WAS (Pa r ima l ) . Adver t i s ing and media t r e n d s in Ind i a . 
Indian Journa l of Marketinq. 17, 6; 1987, Feb; 9-13, 
Adver t i s ing i s a very v i t a l l i nk in t h e marketing 
p r a c t i c e through which increased s a l e s , h igher p r i c e s , 
g r e a t e r percentage of market share and inproved 
u 
p r o f i t a b i l i t y can be achieved by any b u s i n e s s f i rm. The 
more they spent on a d v e r t i s i n g and promotion in r e l a t i o n 
t o s e l l ^ The author analyse the very recen t thought 
provoking cur ren t i s s u e by c o n c e n t r a t i n g on some of t h e 
major media of a d v e r t i s i n g . They are r ad io , TV, Cinema 
cmd p r e s s . 
- , TYRE, RUBBER, GOODYEAR 
197. AGRAWAL (Madhu) . Review of a 40 year debate in i n t e r n a t -
iona l a d v e r t i s i n g : P r a c t i t i o n e r and academician p e r s p e c t i v e s 
t o t h e s t a n d a r d i z a t i o n / a d a p t a t i o n i s s u e . I n t e r n a t i o n a l 
Marketing Review. 12, 1; 1995, Jan ; 26-48. 
As f a r back as 1923 t h e manager for a d v e r t i s i n g 
of Goodyear Tyre and Rubber c&many, David L Brown, 
s t a t e d t h a t humanity possessed c e r t a i n conmion a t t r i b u t e s 
and so i t was not only p o s s i b l e to s t a n d a r d i z e a d v e r t i s e -
ments across coun t r i e s but a l so l o g i c a l (Broivn 19 23) . 
C e r t a i n s u p e r f i c i a l change would have t o be made, but 
o v e r a l l t h e r e was a fundamental theme t h a t could be 
adopted t h a t would have un ive rsa l appeal . 
I.;.) 
_ , VALUE 
198. FREEMAN ( C y r i l ) . How t o eva lua te a d v e r t i s i n g ' s c o n t r i b u -
t i o n . In Harvard Business Review: Adver t i s ing : Be t t e r 
p lann ing , b e t t e r r e s u l t s . Harvard. Harvard College, 1962. 
p . 66-73. 
I t i s the purpose of t h i s a r t i c l e t o show t h a t 
numbers can be app l i ed t o some of t h e sub jec t ive 
e s t ima t e involved in such a n a l y s i s and t h a t by p u t t i n g 
a s p e c i f i c value on a d v e r t i s i n g p r o j e c t e d c o n t r i b u t i o n s 
in r e l a t i o n t o step in t h e t o t a l marketing t a s k , 
-., VCR, IMPACT on ADVERTISER 
199, WIN SKI (Joseph M) . In i n t e r a c t i v e , consumers t a k i n g 
c o n t r o l : To make an inpac t , a d v e r t i s e r must pique 
c u r i o s i t y or extend of fe r and p e r s o n a l i z e . Adve r t i s i ng 
Age. 1993, Apr, 5; 31 . 
Ad makers lamenting t h e remote c o n t r o l , VCR and 
sapping should brace themselves . The harrowing world 
of i n t e r a c t i v e media i s coming. I t may indeed, as 
b o o s t e r s claim, s ignal the onse t of ad message engaging 
t a r g e t e d consumers as never b e f o r e . But t h e r e i s a 
c o r o l l a r y t o t h e new technology. I t empowers the 
Consumer as much as i t does t h e a d v e r t i s e r . 
Vdi 
-, VISUAL RHETORIC, THEORY 
200. SCOTT (Linda M) . Image in a d v e r t i s i n g : Need for a t h e o r y 
of v i s u a l r h e t o r i c . J o u r n a l of Consumer Research. 21, 2; 
1994, Sep; 252-71. 
The author argues t h a t cu r ren t c o n c e p t u a l i z a t i o n 
of a d v e r t i s i n g images a re in commensurate with what ads 
a r e r e a l l y l i k e and t h a t many images c u r r e n t l y dismissed 
as e f f e c t s laden or information avoid are in fac t complex 
f i g u r a t i v e arguments. A new theory framework for t h e 
study of Images i s advanced in which a d v e r t i s i n g images 
a re a s o p h i s t i c a t e d from t h e v i s u a l r h e t o r i c . 
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